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OF 1,528,364 NEGROES 
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1st by far in the area where 70% of the Negroes live (Jine '60 East Bay Negro Pulse) 
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McLendon Ebony Radio... the I 
lion's highest rated Negro group 

President and General Manager • Represented nationally by John E. Pearson Co. I 



WAMO 

PITTSBURGH.PA. 



WOOK 

is more than 
radio! It is the 
most effective 
medium for 
selling one of 
America's larg- 
est and richest 

NEGRO 
MARKETS: 

The 600,000 high-income 
consumers in 
WASHINGTON, D.C. 



The proof? In an 1 8-station market, 
WOOK Radio is rated second in total 
audience of all the stations licensed 
to operate in Washington, D. C. (Ac- 
cording to Pulse, Dec., 1959) 



WOOK 

RADIO 

WASHINGTON, D.C. 
REpublic 7-8000 



A Division of United Broadcasting Co. 

Represented nationally by: 
NEW YORK: Bob Wittig, 420 Madison Ave. 
ATLANTA: Dora-Clayton Agency, Inc. 
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NOW 1000 WATTS 
Programming to 
Pittsburgh's 250,000 
Population Negro Market 
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NOW 1000 WATTS 
ON 860 KC 



WAMO 1 

PITTSBURGH 

100% Negro Programming 

.BERNARD HOWARD, 
NAT'L REP. 



Sing a song of savings with this thrifty trio 



THE GEORGIA NEGRO GROUP 

COLUMBUS MACON SAVANNAH 



WOO Watts 
1580 kc. 



WCLS 



Reach high sales at low cost 
<vith the Columbus area's only 
ill-Negro programmed station. 
WCLS reaches 38% of the 
Tietro population with top-rated 
programs and personalities, 
learning 100% to a Negro au- 
lience. Now in its 6th year of 
:atering to Negro buyers, WCLS 
lelivers a big market at small 
:ost. 



7000 Watts 
1280 kc. 



WIBB WSOK 



Macon's only 100% -Negro pro- 
grammed station, now in its 
13th year of service to the Ne- 
gro community, reaches 43% 
of the metro population. WIBB 
originated Negro programming 
in the Macon area and has top- 
rated personalities with exclu- 
sive coverage. WIBB brings 
this market to you at low cost. 



250 Watts 
1230 kc. 



This fast-growing popular-rated 
station gives you 40% of the 
metro population, beaming to a 
100% -Negro audience 24 hours 
daily. Now the only station in 
the Savannah area program- 
ming to Negroes, WSOK offers 
specialized programming to a 
specialized audience with spe- 
cial results for advertisers. 



A THREE-IN-ONE BUY FOR THREE-IN-ONE SAVINGS: 
TIME, EFFORT, DOLLARS. EARN A CROUP DISCOUNT 
OF 5% ON PURCHASE OF TWO STATIONS-10#> ON 
URCHASE OF ALL THREE. ONE ORDER DELIVERS THESE 
KEY METRO MARKETS: BERNARD HOWARD & CO., NAT- 
IONAL RE PS. - DOR A - CLAYTON AGENCY, SOUTHERN REPS. 
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potential 
sales 



Our quality list of Negro programmed 
stations can deliver over one-third 
of the most rapidly expanding and 
exciting market in the U.S. today! 

Let us tell you about it 



WABQ 
WAMO 



WEBB 



SAN FRANCISCO. CALIF. 

LOS ANGELES. CALIF. 

DALLAS/FT. WORTH, TEX. 

ST. LOUIS. MO. 

CLEVELAND, OHIO 

PITTSBURGH, PENNA. 

... PHILADELPHIA, PENNA. 

BALTIMORE, MD. 

MIAMI. FLA. 

... CHARLOTTE, N. C. 

DETROIT, MICH. 

CHICAGO. ILL. 

MERIDIAN. Ml- j. 



THE OK GROUP 

THE GEORGIA NEGRO GROUP 

THE WALTON GROUP 



BERNARD HOWARD & CO., IXC. 

radio and television station representatives 

NEW YORK • CHICAGO • ATLANTA • LOS ANGELES • SAN FRANCISCO 
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+ SPONSOR'S 9th ANNUAL 
NEGRO RADIO ISSUE 



NEGRO RADIO'S 
WIDENING STREAM OF 

ADVERTISING $$ 



very day of the week, advertisers and buyers are 
m the receiving end of promotion from one or 
nore Negro-appeal programed stations. The influx 
•f material ranges from mimeographed promotion 
md trade ads to multi-colored brochures with il- 
ustrated pictures and sometimes off-the-air 45's of 
tation personalities. Stations are financing sales 
rips to major advertising centers. Costly qualitative 
ind quantitive studies are conducted by groups and 
ndividual Negro-programed stations. 

But what does all this mean? It surely doesn't 
nean stations enjoy spending money. And they're 
certainly not keeping their fingers crossed hoping a 
lational account may suddenly realize there is a 
Vegro market and buy a few spots on their stations, 
yhat all this spending amounts to is that they have 
he money to spend, a continuous flow of revenue 
Tom national advertisers aiming at the Negro mar- 
ket. More and more national advertisers are realiz- 
ng the buying potential of this rapidly expanding 



market which represents 10 percent of the total 
U. S. population. This 10 percent is not distributed 
throughout the U. S. evenly but rather gathered in 
large segments in certain states and cities, creating 
scores of Negro markets. 

Advertisers are also beginning to feel that the 
way to reach this ethnic group is with carefully pro- 
gramed Negro-appeal radio. 

To keep media people up-to-date on the facts 
of the fast growing Negro market, SPONSOR has 
carefully gathered facts of interest to the advertiser 
and station owner alike, covering such topics as 
Negro growth, programing and buying habits. 
Merchandising services, which are usually offered 
at no extra cost with the purchase of a schedule, 
often contribute in making Negro-appeal radio 
a must buy. Other material that can be found in- 
cludes profiles of more than 200 Negro-appeal pro- 
gramed stations plus a long list of advertisers active 
in Negro radio. ^ 
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THE MARKET 



NEGRO RADIO'S PROSPEROUS MARKET 

^ 19 million Negroes spend $19 billion annually, representing a growing market 
for national, regional, local advertisers using Negro-appeal radio to sell their products 



| he most perceptive media buyers 
and marketers tend to agree that ra- 
dio's biggest untapped potential lies 
in the rapid and rich growth of the 
Negro market. 

And they think the tapping of this 
market by the national advertiser — 
who often has been slow to realize 
the value of supplementing mass au- 
diences with specialized ones — is 
gaining momentum after a long quies- 
cent period. 

Quiescence is a costly stance, how- 
ever, in light of these basic market- 
ing facts: 

• The Negro population approxi- 
mates 12% of the national total, some 
19 million Americans. 

• Their annual spending rate is 



estimated to be a minimum of S19 
billion. 

• Except at the very highest and 
lowest income levels, Negroes out- 
spend whites in almost all consumer 
product categories. 

These are facts which advertisers 
and agencies can no longer ignore or 
minimize. They add up to this rare 
and happy prospect for the seller: 
an enormous, expanding market 
which has yet to be tapped for its 
dollar potential. Most other markets 
for advertisers — the mass market as 
well as some segments of it (teens, 
women, men) — have long been ex- 
posed to heavy advertising pressures. 

But Negro markets and media are 
still an unknown quantity to many 



national advertisers, despite the sell- 
ing successes of NegTo-appeal radio 
for four decades. Clients and their 
agencies, however, are taking new 
and longer looks at the market and 
at radio, particularly. 

Here's why they're scrutinizing the 
market: 

Negro income is rising fast, as are 
educational levels. With an exodus 
from rural areas to urban centers, 
which in some cases show the Negro 
population tripling in the past decade, 
Negroes are acquiring more cosmo- 
politan tastes and can afford to satisfy 
them. They're moving from low-pay- 
ing farm and manual work to high- 
paid industrial jobs. 

Here are some reasons why buyers 



THERE ARE 3 BIG NEW 

Commercials feature top 'names' 

SATCHMO Louis Armstrong typifies "name" Negro personalities 
whom sponsors are using for product pitches. He's featured in 
Rheingold beer jingles in parody of "Let's Do It." With him, 
Tom McDonnell, producer, Foote, Cone & Belding agency, N. Y. 




TRENDS IN ADVERTISERS' 

Gospel shows are more popular 

AUNT JEMIMA, Edith Wilson of Quaker Oats Co., starred on com- 
pany's Gospel Talenf Hunt for self-rising flour. Gospel is gaining 
favor with sponsors because of its perennial appeal, its dominance 
in Sunday air schedules. At right, H. P. Bell, flour sales manager 





INDIGENT RURAL NEGRO is becoming part of past, as emcee Mike Wallace saw on recent Westing Mouse Broadcasting trip. Today's Negro 
has higher income, better education, sophisticated consuming patterns, tastes. Influx of rural Negro to metro areas is impetus for new concepts 



and marketers are looking at Negro- 
appeal radio more carefully . . . and 
* buying it. 

Although Negro-appeal radio has 
gone on smoothly like Old Man River 
for 40 years, torrents of new adver- 
tiser interest are giving it a fast pace 



it's never shown before. Negro sta- 
tions, traditionally at the low end of 
the media income spectrum in most 
markets, are making more money 
than ever before. 

This means there's new revenue for 
support of policies and practices 



USE OF NEGRO-APPEAL RADIO 

Transcribed shows and spots see big gain 

TRANSCRIPTIONS are trend in programing as well as announcements, with sponsors liking 
advantages of ( I ) flexibility of time yet (2) control of content. Sidney J. Wolf (c), pres., 
Keystone Broadcasting System, which has a Negro network of 463 radio stations, chats with E. R. 
Peterson, (I), Keystone's sr. vp., and Sid McCoy, (r), owner of production firm of that name 




which advertisers — particularly na- 
tional manufacturers — want in their 
selection of station: quality pro- 
graming with large blocks of specific 
Negro-appeal programs; identifica- 
tion with established local Negro 
personalities, usually disk jockeys or 
homemakers; music which departs 
from the too-standard rhythm and 
blues or rock and roll stereotypes; 
station activity and responsibility 
within the Negro community. 

Sponsors and stations have worked 
together to define the Negro market 
locally and to accomplish these sev- 
eral goals. The end result, says Al 
Sessions, buyer at Gumbinner Adver- 
tising in New York and an expert in 
the Negro market, is that "the ethics 
of the business are high, the program 
quality the best ever and the results 
excellent for admen who know the 
market and how to reach it." 

The first fact of which they're 
aware: the Negro market is fluctu- 
ating — and at a very fast rate. This 
is pointed up in a compilation of sta- 
tistics for the 59 cities in 12 states in 
which a complete census has been 
taken since the official U. S. census 
survey in 1950 (new 1960 census 
data will not be available until No- 



i i e i .1 this year) . 
was compiled by The 
11 ki ldrix Organization, Wash- 
. D. C Negro marketing firm, 
ind «h ws some astronomical per- 
centages of gain in population 
changes among the non-white resi- 
dents. Onlv two cities in the 59-city 
stud\ showed a loss in the non-white 
ut< up. Tine Bluff. Ark. and West 
P. Im Beach. Fla. But many major 
. arket areas registered notable in- 
creases in non-white, particularly in 
contrast with the percentage gain in 
the white population since 1950. 

Among these cities in which the 
non-white growth is matching or out- 
pacing that of the white: Phoenix, 
the white rise. 18.1%; non-white fin 
italic). 59.4%; Fort Lauderdale, 76.3 
and 63.0%, respectively; Miami, 
3.0% and 8.9% ; Tallahassee, 32.7% 
and 53.5%; Baton Rouge, 18.9% and 
23.2%; New Orleans, 0.2% and 
17.2%; Shreveport. 25.9% and 
27.5%; Las Vegas, 108.6% and 
78.4% ; New York City, down 5.9% 
for whites, up 41.3% for non-whites. 

The biggest gains and those most 
marked as tracing a (1) move North- 
ward and/or to (2) urban areas is 



seen in the California, Illinois, Indi- 
ana and New York figures. For Cali- 
fornia, the percentage increase in the 
non-white population is 282.5% for 
Bakersfield, with white 40.5% (white 
figures will appear in parentheses for 
the following cities) C o m p t o n, 
374.9% (15.5%); Fresno, 55.7% 
(32.3%); Los Angeles, 47.3% 
(9.9%); Sacramento, 49.5% 
(11.3%); San Bernardino, 149.1% 
(27.8%); San Diego, 83.2% 
(45.7%) Stockton, 32.6% (3.0%). 

In two large suburban areas ad- 
jacent to Chicago, the rise in non- 
white is again more predominant than 
that for the whites: Chicago Heights, 
39.4% (13.5%); Evanston, 9.8% 
(0.9%). The same pattern evolves 
in Indiana: Fort Wayne, 82.4%, 
(53.9%); Gary, 81.5%, (14.1%); 
Indianapolis, 36.6%, (3.0%). 

Income as well as shifting popula- 
tion is another major factor in ap- 
praisal of the Negro market. The 
Negro family has a higher income 
and is spending more money on con- 
sumer goods and services than ever 
before. Just exactly how much this, 
is, no one knows for sure. But Sam 
Vitt, v.p. at DCS&S, New York, (see 
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page 5) estimates the total market 
to spend $19 billion a year. He says >;a 
a Negro family with a $5,000 annual 
income lives at the rate of a white 
family earning $8,000. 

The U. S. government has some 
1958 income figures which give some 
dimension as to how much money 
Negro families earn. 

The median income (not average: tie 
median is at the precise half-way ta 
point between the highest and the 
lowest reported incomes) for the ur- 
ban non-white family was $3,392, 
contrasted with $5,679 for the white. 
Rural non-farm and rural farm in- 
comes are significantly lower, of 
course: Negro: rural farm media, 
$1,123; rural non-farm, $2,361; 
w 7 hite, rural farm, $3,025; rural non- tit 
farm, $5,211. 

Income for non-whites as for whites 
seems to be related directly to the 
number of school years completed. 
Another Bureau of Census summary 
indicates that the white with a col- 
lege education earns a median an- 
nual salary of $7,373, contrasted with 
$5,634 for the Negro. Median years 
of school completed for whites, 11.3; 
for the Negro, 8.2. These figures 
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PROGRAM PATTERNS: PET MILK'S IS UNIQUE 




DEPTH IN MEDIA and marketing is strategy of Pot Mill Co. and 
Gardner Adv., St. Louis, e*plains Ray Morris (r), ad mgr., evaporated 
♦ Pet, with Earl Hotxe (I), a.e. on evaporated mill at Gardner. 
°ri5»e) e.t. Sunday Morning gospel show for 64 Negro stations 




COMMUNITY RELATIONS were major plus in Pet's first Sunday 
Morning Gospel Singing Contest. Reception group included (I to r), 
Jim Bridwell, Gardner; Bob Vanasse, Pet Mill; Mrs. Louise Prothro, 
Pet's home economist; Bob Hughes, Gardner, at finals last July 
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ipply to the head of the household 
md are based on 1958 data. 

Other kinds of data are also in- 
luencing national and regional ad- 
ertisers to move into special Negro 
narket activity. Reports from re- 
ailers and various business groups 
ndicate significant use patterns in 
ertain major categories of business, 
lere are some generalized highlights 
lor a few of them. 

PROPRIETARY DRUGS: There 
ire more Negro doctors in the North 
han in the South, and most Negroes 
>refer to counsel doctors of their own 
ace. Many Negroes earn minimum 
vages and salaries, and still more of 
'hem live in rural areas far from a 
)hysician. These factors combine to 
■oster self -medication among Negroes, 
ind to encourage their purchase of 
advertised drug products. 

WOMEN'S AND GIRLS' AP- 
PAREL: 'Surveys show that Negro 
ivomen spend from 12% to 85% 
nore for their apparel items than do 
vhite women in the same income 
:lassification. On the basis of avail- 
ible data, sponsor estimates that the 
^egro housewife spends an average 
of $145 on herself and her daughters 



for every $100 spent by the white 
housewife. Three years ago, Negro 
families spent an estimated $678 mil- 
lion annually on women's and girls' 
outerwear ($400 million), underwear 
($95 million), footwear ($104 mil- 
lion) and hats, gloves and accessories 
($73 million), estimated the U. S. 
Bureau of Labor Statistics and the 
U. of Pa. 

ALCOHOLIC BEVERAGES: Al- 
most 91% of all Negro households 
drink or serve some alcoholic bever- 
age. The most popular are beer 
(with 87.5% of Negro homes), 
whiskeys (28.4%), wines (22A%) 
and non-whiskey types such as gin, 
rum, vodka, cordials, brandy, etc. 
(10.2%). So reports Johnson Pub- 
lishing Co. and its Ebony Magazine. 
Negroes in cities spend more on alco- 
holic beverages than do those in small 
towns or rural areas. One reason for 
their higher rate of expenditure and 
consumption: in many areas night 
clubs and restaurants are barred to 
them and they do their social drink- 
ing in private homes. 

COSMETICS-TOILETRIES: The 
individual Negro, both man and wom- 
an, tends to spend more than a white 



person on cosmetic and toiletn items. 
Annual expenditures are estimated at 
•$500 million, three times the rate in 
1950. Estimates as to the percent of 
Negroes using different types of cos- 
metics are given by Chemical Week 
Magazine: bleach creams, 14'/ ; 
cake make-up, 6.5%; toilet water, 
45.5%; nail polish, 65.2% ; deodor- 
ant, 85^?; rouge, 18%; lipstick, 
75%; hand lotion, 93%; face pow- 
der, 11%; shampoo, 59%; talcum, 
37%; wave set, 2.3%; hair pomade, 
88.6% ; home permanents, 8"/f ; toilet 
soaps, 99%; facial creams. 90%. 
Chemical Week also reports that 
Avon brand is a favorite in many 
product types. This may be encour- 
aged by the door-to-door selling of 
this company's representatives, par- 
ticularly helpful in small-town and 
rural areas. 

FOOD PRODUCTS: The Negro 
family on the average spends more 
than the white family of the same 
income on food. Two major reasons 
for this: (1) the Negro family earns 
less, so a larger percentage of income 
is spent on feeding the family, which 
usually has more members than a 
(Please turn to next page) 



BUYING PATTERNS: FROM AD AGENCY SPECIALISTS 



UYERS and account people 
ay fast-rising number of general 
product advertisers — contrasted 
vith so-called "Negro product" 
lients — use Negro-appeal radio 
o reach vast audience of alert 
md interested buyers. 

Some die-hard clients and 
igencies contend Negroes have 
their own" tastes. But market 
md media pros say tastes are de- 
ermined by social and economic 
Patterns; new interests, income 
nake Negro market a "must" 
or progressive advertisers. 

Among views expressed in the 
ext are those of these two N egro 
adio buying specialists. 





Al Sessions, Gumbinner, N. Y. 



Dorothy Glasser. KHCCSA, N. Y. 
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WHY BUYERS SEEK NEGRO MARKET 




Peter Bardaeh, FC&B, New York 

Peter M. Bardaeh is an all-media su- 
pervisor at Foote, Cone & Belding 
agency, New York, and a former buy- 
er. He's long been a specialist in 
A egro-appeal radio, as well as other 
media aimed at this segment of the 
nation's mass market. 



by PETER M. BARDACH 

"The size of this special supplement 
is testimony to the fact that the Negro 
market is big, important, and still 
growing. Yet, in spite of this recog- 
nition, only a handful of national ad- 
vertisers devote any part of their ad- 
vertising budgets to the specialized 
medium of Negro radio (or other Ne- 
gro media for that matter). 

This is caused by the natural ten- 
dency to think in terms of national 
campaigns and broad national media. 
Furthermore, many clients would only 
consider Negro radio as an adjunct 
of a local or national spot radio cam- 
paign. On the other hand, the great 
success of numerous "local" and re- 
gional advertisers who do employ Ne- 
gro radio as an integral part of their 
marketing strategy, should in itself 
serve as evidence that Negro radio 
may be an important media force for 
increasing sales. 

To be sure, most mass media do a 
reasonably adequate job of reaching 
the Negro consumer. But can we be 
content with just adequate coverage? 
The answer, of course, depends on the 
i roduct itself — its marketing profile, 
Please turn to page 49) 




Sam Vitt, DCS&S, New York 

Sam B. Vitt is vice president and as- 
sociate media director at Doherty, 
Clifford, Steers & Shenfield, New 
York. He is a former account execu- 
tive at Biow and buyer at Benton & 
Bowles. He also worked at CBS. 



by SAM B. VITT 

In the July issue of Fortune is a list 
of the 500 largest U. S. industrial cor- 
porations as measured by their 1959 
sales volume. The total sales from 
this group represented approximately 
40% of the 1959 U. S. gross national 
product. 

If you started at the bottom of this 
list accumulating sales totals and 
worked yourself up through the cor- 
poration rankings, you would have 
gone through the 400's, the 300' s and 
into the 200's before your accumu- 
lated sales reached that figure which 
many experts are using as their cur- 
rent estimate of the value of the U. S. 
Negro market. 

That figure would be approximate- 
ly $19 billion. If this does not im- 
press you, you might consider an- 
other comparative. The current Ne- 
gro market represents a purchasing 
power approximating the value of the 
total merchandise annually exported 
from the U. S. 

Many advertisers have been and 
are continuing to be impressed by 
statistics such as these regarding the 
Negro market — advertisers such as 
(Please turn to page 50) 



t! 



white family; (2) the Negro famil 
in certain areas finds public restau 
rants and eating places closed to it g 
more meals are cooked and served i 
the home. The greater percentage o 
Negroes still lives in small towns an 
rural areas where more emphasis i 
placed on home cooking and wher 
there is greater variety in the dishes 
served. 

Most of the national business in 
Negro-appeal radio comes from the 
"general" products and the specific- 
ally Negro-appeal products. The 
former would include such standard 
"big" categories of advertiser as: 
cigarettes, beers, soft drinks, cos- 
metics, food and drug (self-medicat- 
ing variety) products, gas and oil 
Some of the specialized Negro mar 
ket products are cosmetics and toilet- 
ries designed for use bv this group ^ 
onlv. 

In the past few years, the buving f 
trend has swung from radio schedules 
which were dominated by the so- 
termed Negro item toward the gen- 
eral product manufacturer because of 
(1) the general advertiser's new 
awareness of this vast and growing 
market; (2) changing consumption 
patterns of many Negroes as they 
move to urban areas, make more 
moriev, increase their education and 
therefore change their life and socio- 
economic patterns. 

Typical of the general advertiser 
with national distribution who is 
using Negro-appeal radio to reach 
mass markets is Rem, made by Block 
Drug Co., New York. It's currently 
testing in two markets preliminary to 
an anticipated announcement sweep. 
The buving pattern, according to Al 
Sessions, long-time Negro buving pro 
and buyer at Gumbinner Advertising, 
is to use only full-time, all Negro- 
appeal stations with 20 to 25 an- 
nouncements weekly in a 16-week 
period featuring live copy platforms 
around which Negro personalities 
work. 

The medium is particularly effec- 
tive for self-medication products, says 
Sessions, because Negroes are steeped 
in the tradition of helping and treat- 
ing themselves. Despite Negro-appeal 
radio's success with this tvpe of prod- 
uct, Sessions thinks "Every kind of 
product will have to get into the 
(Please turn to page 47) 



1 



SPONSOR NEGRO ISSUE • 26 SEPTEMBER 1960 «■ 



rHE STATIONS 



NEGRO-APPEAL PROGRAMING: AN OLD 
MEDIUM WITH GROWING POTENTIAL 

^ Negro-appeal radio stations throughout the country continue to prosper while 
[the growing Negro market gains national acceptance from clients 



% timebuyer at a top advertising 
•agency handling a nationally distrib- 
uted product proudly boasted before 
the account executive, "I never buy 
Negro-appeal radio." "Why not." 
said the account executive, "our com- 
petitor does." A rep was called, facts 
and figures were gathered and a cam- 
paign was launched to effectively 
reach the "neglected" 19 million Ne- 
groes making up hundreds of markets 
throughout the country. Results: 



the outcome is obvious, sales went up. 

The moral of the story is clear; 
advertisers all over the country are 
discovering the booming Negro mar- 
ket. They're beginning to learn that 
the American Negro cannot effective- 
ly be reached with radio in general 
but demands individual attention. 
The message must be geared direct- 
ly at him or he's just not going to 
buy. True, the Negro is certainly 
using products which were never ex- 



posed to the Negro market, simply 
because the product is a necessity. 
However, you can be sure, if he gets 
wind of a competitive product men- 
tioned on the local \egro-appeal ra- 
dio station or any other Negro di- 
rected medium, if any, there's a good 
chance he'll switch brands and remain 
loyal to the latter. 

And wherever there are Negroes 
there are Negro-appeal stations. 
sponsor's master list carries more 




Talent creates loyal audiences: 
and Negro-appeal radio has both 



ALTHOUGH name talent has been surrendered to the television in- 
dustry, leaving virtually none for radio as a whole, Negro-appeal 
radio continues to feature notable personalities for interviews, dis- 
cussions, lectures and regularly scheduled programs on a live and 
syndication basis. To mention a few performers that are more actively 
associated with Negro-appeal radio are Alma John (upper left), in- 
terviewed by Alice Wyche, hostess of the "Home Executive" program, 
WERD, Atlanta; Dulte Ellington (lower left), receiving "The Distin- 
guished Artist Award" from Mrs. Thelma Kirchner, General Manager, 
Jaunita McCurdy and surrounded by air personalities of KGFJ, Los 
Angeles', Mahalia Jackson (lower right), guest of KOKY, Little Rock 




gro stations aim: News and public service 




WAMO, Pittsburgh 



KSAN, San Francisco 



si. 1 ^ 
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WJMO, Cleveland 




THE American Negro wants to know what's 
happening in the world on the local as well 
as the national level: and as illustrated in the 
photos, news and public service fits well into 
the Negro-appeal format. Negro-appeal sta- 
tions all over the counry, as well as those 
summarized on this page, are covering events 
similar to WAMO's on-the-spot broadcast of 
Jackie Robinson's address to the Freedom 
Jubilee Rally at Forbes Field. Guests includ- 
ed Rev. Martin Luther King, Mahalia Jack- 
son, etc. Other events include KSAN's schol- 
arship contest give-away to the best teenage 
disk jockey amongst high school students; 
WJMO's Christmas appeal for underprivi- 
leged families; an on-the-street booth set up 
by KOKA with known station personalities 
for yule time donations; WWRL covers 
events in the New York area with its mobile 
unit; Rev. Amos Carnegie (I), Dir. of the 
Afro-American Co-op Assoc., is the guest on 
WLIB's "The Editors Speak." WAOK broad- 
cast prayer meetings from various churches; 
Buddy Young, ass't mgr. of WEBB, is shown 
receiving the "Safety Pedestrian Award" 




WWRL, New York 




WLIB, New York 
WAOK, Atlanta 

ill 



veport 




than 800 stations with some Negro 
appeal programing and more are be. 
ing launched on a regular basis 
Many stations are altering their for- 
mat to prepare for the continuous Ne- 
gro population growth. Sales Man- 
agement figures show an over-all U.S. 
Negro population increase of 23 per- 
cent over the past decade. Increases 
in some northern states go as high as 
183 percent. The tremendous shift in 
Negro population to the North is 
primarily due to open industry. 
There's no segregation in the aircraft 
plants of the Pacific, nor at the auto- 
motive industry of the midwest. Sal- 
aries are the same for black and white 
alike and salaries are high. 

As a result of this growing market 
and the social acceptance of the 
American Negro, the stations are 
making money. Many of these sta- 
tions are going through great ex- 
pense in promoting, both on the na- 
tional and local level. WOOK in 
Washington recently had Pulse con- 
duct a social and economic Negro 
market study available to buyers on 
request. This type of promotion is a 
contribution to the industry as a 
whole as well as the market and final- 
ly the station. An advertising execu- 
tive points out that surveys of this 
kind are an asset to the industry in 
general and, "will certainly result in 
some business for all." Investments of 
this kind mean only one thing: Ne- 
gro-appeal radio stations are making 
money. WHAT, Philadelphia, dis- 
tributed to all interested timebuyers 
a multi-colored album containing a 
sample record of all station personali- 
ties together with poop sheets on their 
shows, a seldom available station pro- 
motion. Further proof of Negro- 
appeal stations growth are the press 
releases received by SPONSOR on al- 
teration or relocation which read 
something like this: "Above (call let- 



WEBB, Baltimore 



« 




Increasing revenue spurs station promotion 



Philadelphia's strongest selling 

force to 600,000 Negroes! 



WHAT 



Hill 




' WHAT, Philadelphia 





iWDAS, Philadelphia 



WJLD, Birmingham 



THE prosperity of Negro-appeal radio is emphasized by costly promotion efforts made by 
stations throughout the country such as WHAT's station personality album distributed to radio 
buyers; WRAP's Homemalcers Holiday; WDAS' Jubilee Contest with a response of 76,800 
Carnation labels; and WJLD's talent contest, financing a singing career for the lucky winner 



ters, in this case WOOK) is an archi- 
tect's rendering of the new radio sta- 
tion building, now under construc- 
tion. The new building will be one 
of the most modern, up-to-date radio 
stations in the country. General busi- 
ness offices and reception will be on 
the first floor. The second floor will 
house a large studio for group broad- 
cast and five additional auxiliary stu- 
dios, equipped with the best electron- 
ic equipment." 

Negro-appeal stations throughout 
the Nation are expanding their offices 
and/or investing in top flight facili- 
ties although radio in general has 
maintained the same level for years. 

Programing plays an important 
part of this elaborate expansion. 
Speaking for the majority, radio sta- 
tions in recent years have had no rea- 
son to expand or invest into addition- 
al studios, or for that matter even 
use the additional studios they have. 
Their programing format is usually 
cut and dry. Stations on the so- 
called "juke box" format call for lit- 
tle, if any, additional equipment, 



whereas Negro-appeal stations are go- 
ing all out to bring "television" back 
into radio. 

Emphasis on local market situation 
takes most Negro-appeal stations out 
of the music and news category, re- 
placing half the music with public 



service. In view of the growing Ne- 
gro population, New York City sta- 
tions, among others, have expanded 
news and public service facilities to 
keep up with local news and commu- 
nity coverage. Negro-appeal station 
WWUL has recently purchased a fully 
equipped mobile unit operating daily 
in and around the metropolitan area. 
News of interest to the Negro audi- 
ence as well as community affairs are 
broadcast directly from the scene. 
Mobile units also serve as first class 
station promotion. People like pub- 
licity and Negroes are no exception. 
Direct contact with Negro listeners 
or relatives of listeners or even 
friends of listeners creates loyalty 
and a loyalty which will probably 
never be found within the majority 
groups. 

"The ever changing concept of ra- 
dio which today reflects the ever 
changing concept of global activity, 
has added new dimensions to the 
scope of "local" radio broadcast- 
ing," says Harry Novik, general man- 
ager of Negro-appeal radio station 
WLIB, New York City. "These 
changes have become particularly 
necessary to stations broadcasting to 
specialized markets. The reasons for 
the changes in programing concepts 
in specialized operations are many, 
but the most important one was the 
complete change in meaning over the 
last couple of years of the term "serv- 
ice to the community," a term that 
each broadcaster must evaluate care- 
( Please turn to page 52 1 



Stations help campaigns with merchandising 





WUST, Washington 

NEGRO-APPEAL radio stations back up 
their clients' schedules with strong merchan- 
dising services. KDIA sees to it that adver- 
tisers get store display in a pretty way. Kids in 
the Washington area play an important part 
in WUST's creative merchandising service 



KDIA, Oakland 
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F. ML FITZGERALD APPOINTED CHAIRMAN OF NRA 

Thirty-seven stations join the Negro Radio Association 




F. M. Fitzgerald, pres. of WGIV, 
Charlotte, to be top man -for new NRA 



II •llll I III 



KAOK, Lake Charles, La. 
KDIA, San Francisco, Calif. 
KNOK, Fort Worth, Texas 
KOKA, Shreveport, La. 
KOKY, Little Rock, Ark. 
KSAN, San Francisco, Cal. 
KYOK, Houston, Texas 
WAAA, Winston Salem, N. C. 
WABQ, Cleveland, Ohio 
WAMO, Pittsburgh, Penna. 
WAOK, Atlanta, Ga. 
WBOK, New Orleans, La. 
WCIN, Cincinnati, Ohio 
WDAS, Philadelphia, Penna. 
WDIA, Memphis, Tenn. 
WEBB, Baltimore, Md. 
WENN, Birmingham, Ala. 
WGIV, Charlotte, N. C. 



WGOK, Mobile, Ala. 
WHAT, Philadelphia, Penna. 
WIBB, Macon, Ga. 
WJLD, Birmingham, Ala. 
WLIB, New York, N. Y. 
WLOK, Memphis, Tenn. 
WLOU, Louisville, Ky. 
WMBM, Miami Beach, Fla. 
WOIC, Columbia, S. C. 
WOKJ, Jackson, Miss. 
WOPA, Chicago, III. (Oak Park) 
WPAL, Charleston, S. C. 
WRMA, Montgomery, Ala. 
WSRC, Durham, N. C. 
WTMP, Tampa, Fla. 
WVOL, Nashville, Tenn. 
WXOK, Baton Rouge, La. 
WYLD, New Orleans, La. 
WYNN, Florence, S. C. 
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THE NEW NEGRO RADIO ASSOCIATION 



Stations, reps and agencies join forces to better promote Negro-appeal radio 



TThe most recent and promising 
contribution to the rapidly growing 
Negro-appeal radio industry is the in- 
telligence, time and ambition volun- 
teered by the seven radio pioneers 
who constitute the board of directors 
for the new Negro Radio Association. 

Francis M. Fitzgerald, industry 
leader and president of Negro radio 
station WGIV, Charlotte, N. C, has 
been appointed Chairman of the 
Board. 

"The particular business and ob- 
jective of the Association shall be to 
foster, study, develop and improve 
Negro radio programing; to study, 
foster and develop public service pro- 
graming for the benefit of Negro 
groups, and to cooperate in the de- 
\-' vment of Negro talent and pro- 
gram product in the United States, 
its territories and possessions and 
throughout the world, and for such 
other related or incidental purposes 
as niav be adopted from time to time 
' ■ Board of Directors." 



The Association will operate under 
the above constitution and other by- 
laws which place emphasis on the de- 
velopment of programing, especially 
public service and whenever possible, 
utilize Negro talent. 

Being the first and only association 
of its kind to promote and gain ac- 
ceptance for Negro-appeal radio as a 
whole, the NRA will strongly uphold 
the right to receive and cancel mem- 
bership as it sees fit. Radio stations 
filing application for membership 
must carry at least 50 percent Negro- 
appeal programing and must comply 
with the rules and regulations de- 
signed to better Negro-appeal radio 
on the national level. 

"I am delighted by the tremendous 
enthusiasm and interest shown by the 
members of this organizing group," 
says Mr. Fitzgerald, referring to the 
charter members who gave the NRA 
its financial boost. "We in the Negro 
broadcasting industry have long need- 
ed an association of this type in order 



to better promote our mutual inter- 
ests; and in our charter stations, we 
have most of the leaders in the Negro 
broadcasting industry already signed 
up." Mr. Fitzgerald goes on to say, 
"I sincerely believe, based on letters, 
telegrams, and telephone calls, that 
within a short period of time our ac- 
tive membership list will grow to 
100." 

Although dues for membership do 
not start until 1 November 1960, 37 
stations out of an expected 100 ap- 
plicants have voluntarily contributed 
a charter fee of $250, giving the As- 
sociation initial support. In addition, 
these and other stations in markets 
with a population of 100,000 or more, 
may avail themselves of the many re- 
search and promotion services con- 
templated by the NRA with a month- 
ly fee of seven times their highest 
one-minute rate. A flat monthly fee 
of $25 will be paid by member sta- 
tions with a population of less than 
(Please turn to page 52) 
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HOT ROD 

6 to 10 AM 




FATMAN 

1 to 4 PM 




MARY DEE 
10 AM to 1 PM 




The Nation's Best-Known Negro 
Personalities "Live" Here ! 

Metropolitan Negroes all across the nation know Mary Dee . . . Fatman . . . Bill 
Curtis . . . and the great Hot Rod ! Now, working in the exciting atmosphere of 
WHAT'S ultra-modern facilities, they're at their best. They come "alive" to Phila- 
delphia's vast— and still growing— Negro audience (now 686,000). 

WHAT's line-up of stars represents 57 years of combined broadcasting experience. 
They know their audience as well as their audience knows them. 

They're PROS! Not neo-broadcasters selected for the sake of "keeping the over- 
head down." 

If your product requires SPECIAL HANDLING, in-depth selling, a force that 
reaches beyond canned E.T.'s (and every product aimed toward Negroes does), 
WHAT's professional personality line-up is the ONE selling force in Philadelphia 
with the audience influence you need. 

Call Herb Schorr-TRinity 8-1500- 
or any John Pearson office now! 







WHAT 




BILL CURTIS MARY MASON MARK HYMAN LOUISE WILLIAMS EMORY SAUNDERS 
4 to 9 PM 9 to 10 PM News Sundoy 6 to Noon Sunday Noon to 6 PM Pr»lia.3i, Ha. 

Represented Nationally by John E. Pearson Company— New York • Chicago • Atlanta • Dallas • Los Angeles • San Francisco 



SPONSOR NEGRO ISSUE • 26 SEPTEMBER 1960 



15 



°T WAY TO EMBRACE THE NEW YORK NEGRO COMMUNITY... 




If ever two thoughts were synonymous— it's the New York Negro 
Community and WLIB. 

Metropolitan New York has the largest Negro Community in 
America— 1,494,000. And it's growing larger every day. 

WLIB has by far the largest share of that growing community 
in Metropolitan New York. And its lead has grown consistently 
> u r after year. 

You can't think of one without the other. WLIB is first in the 
Negro Pulse, first in Negro Public Service, first in Negro News. 
And it offers more Negro programming than all other stations 
N w York combined. 



That's why more national advertisers place more business on 
WLIB than on any other station programming to this vital mar- 
ket—they know that WLIB has proved itself far and away the 
most effective buy. Get the facts. You'll agree it makes sense 
to re-evaluate your media schedule 
and "LIB IT UP". »'«* 



MJLMM 

Hotel Theresa, 125th Street & 7th Avenue, New York 27, N. Y. 

EMBRACES THE ENTIRE NEGRO MARKET IN GREATER NEW YORK 
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JEGRO MARKETING BASICS 

JON-WHITE FAMILIES, HOUSEHOLDS ARE LARGER THAN WHITE 



NON-WHITE AND WHITE POPULATION BY HOUSEHOLD* 

In all instances, the non-white population numbers more persons (1) per household as well as (2) per 
family than the white group. The gap is particularly broad between whites and non-whites in figures con- 
cerning the under-18 years group. These are the latest available Census Bureau figures.* 



Total U. S. 



Non-White 



White 



Average population per household 
All ages Under 18 18 & over 



3.35 



3.93 



3.29 



1.21 



1.70 



1.16 



2.14 



2.24 



2.13 



Average population per family 
All ages Under 18 18 & over 



3.66 



1.40 



2.26 



4.39 



2.05 



2.34 



3.59 



1.34 



2.26 



'Source: Bureau of Census. Current I'opu'ation Reports. April 19fl0. Series P-20. No. 100 



^ON-WHITE, WHITE FAMILY UNIT PATTERNS ARE SIMILAR 

FAMILY CHARACTERISTICS OF NON-WHITE AND WHITE* 



.\inety-one percent of all American families are classified as white; 9 r/ c as non-iihite, with Xegroes account- 
ing for an estimated 95% of all non-white persons. This chart compares the number of families for both 
groups. 







TOTAL FAMILIES 






PERCENT DISTRIBUTION 






ALL 
FAMILIES 


Husband- 
wife 
families 


Other 
families 

with 
male head 


Families 

with 
female 

head 


All 

families 


Husband- 
wife 
families 


Other 
families 

with 
male head 


Families 

with 
female 

head 


All families 


44,202 


38,585 


1,285 


4,332 


i 100.0 


100.0 


100.0 


100.0 


White 


40,209 


35,709 


1,109 


3,391 


91.0 


92.5 


86.3 


78.3 


Non-white 


3,993 


2,876 


176 


941 


9.0 


7.5 


13.7 


21.7 



•Source: Bureau ot Census. Current Popu'.ltion Reports. April 1960. Series P-20. No. 100 
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NEGRO MARKETING BASICS 

MANY NEGROES ARE MOVING TO NORTHERN CITIES 

lllllllllllllllllllllllllllllllllllllllllllllllli 



MIGRATION PATTERNS OF NEGROES IN 23 CITIES OVER 20 YEARS' 



Continental Broadcasting, Negro radio representative firm, compares the percentages of non-whites in 23 
major market areas in 1940, 1950 and 1959 (latest available figures)* with a range from 12 to 53%. 

PERCENTAGE OF NON-WHITES IN TOTAL POPULATION 
CITY 1940 1950 1959 



WASHINGTON. D. C. 


28 S% 


35 4% 


53 0% 


JACK SO!\, MISS. 


39.0 


40.9 


40.0 


BIRMINGHAM, ALA. 


40.7 


39.9 


39.7 


WINSTON-SALEM, N. C. 


45.1 


41.9 


39.6 


RICHMOND, VA. 


31.8 


31.7 


38.3 


MONTGOMERY, ALA. 


44.2 


39.9 


37.0 


GARY, IND. 


18.3 


29.4 


36.1 


MEMPHIS, TENN. 


41.5 


37.2 


35.9 


NEW ARK, N. J. 


10.8 


17.2 


34.7 


NEW 7 ORLEANS, LA. 


30.3 


32.0 


34.1 


COLUMBIA, S. C. 


35.6 


35.9 


33.0 


ATLANTA, GA. 


34.6 


36.6 


31.9 


BALTIMORE, MD. 


19.4 


23.8 


30.4 


ST. LOUIS, MO. 


13.4 


18.0 


28.6 


CHARLOTTE, N. C. 


31.1 


28.0 


26.4 


HOUSTON, TEX. 


22.5 


21.1 


21.0 


TAMPA, FLA. 


21.5 


22.0 


20.4 


CHICAGO, ILL. 


8.3 


14.1 


20.0 


PHILADELPHIA, PA. 


13.1 


18.3 


19.3 


DAYTON, OHIO 


9.6 


14.1 


19.2 


PITTSBURGH, PA. 


13.1 


12.3 


16.4 


LOS ANGELES, CALIF. 


6.5 


10.7 


13.9 


NEW' YORK, N. Y. 


6.4 


9.8 


12.6 


Source: 1940 and \UT,a. V. S. Census Bureau. 
it»t« or local Eourres. 


Latest (1959) figures from Census Bureau 


for Memphis, Gary, Los Angeles 


and New TorV; foe others. 
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Chicago 

1 1 1 W. Washington 
State 2-8900 



New York 

527 Madison Ave. 
Eldorado 5-3720 



Detroit 

Penobscot Building 
WOadward 2-4505 



Los Angeles 

3142 Wilshire Blvd. 
Dunkirk 3-2910 



San Francisco 

57 Past St. 
Sutter 1-7400 




You can reach this great American market 
totalling YIV2 million people and you can 
cover this entire market or any part of it 
using Keystone Broadcasting System's 
special radio network. KBS will build you a 
network tailored specifically to your 
marketing needs. In the South for example, 
Keystone's coverage of the Negro market 
is a whopping 85% of all the Negro 
population. We'll be happy to send you our 
station list and a representative will gladly 
call and discuss your problem and your 
product aimed at this very profitable 
segment of the American market. 
Write or phone the following offices: 



BROADCASTING SYSTEM, inc. 



TNI VOICE 



I D M C T D « I 



ft M Q « U 1 A L AMERICA 
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NEGRO MARKETING BASICS 

NEGROES ARE MOVING TO URBAN FROM SMALL-TOWN AREAS 



\e(;ko population in 47 u. s. cities 



Continental Broadcasting, Xegro radio station representative firm, analyzes 1958 Negro population and 1959 
total population for the 17 cities with the largest Negro population and then determines the percent of Ae- 
eroes to the total population. These are major marketing targets for the national advertiser. 



Market 

NEW YORK/NEW JERSEY 

CHICAGO 

PHILADELPHIA 

LOS ANGELES 

DETROIT 

WASHINGTON, D. C 

BALTIMORE 

ST. LOUIS 

SAN FRANCISCO 

BIRMINGHAM 

NORFOLK 

HOUSTON 

NEW ORLEANS 

CLEVELAND 

ATLANTA 

MEMPHIS 

PITTSBURGH 

CINCINNATI 

DAYTON 

KANSAS CITY 

JACKSONVILLE 

MIAMI 

SHREVEPORT 

RICHMOND, VA 

DURHAM/RALEIGH 

MOBILE 

LOUISVILLE 

GREENSBORO/HIGH POINT 

WINSTON-SALEM 

CHARLESTON, S. C 

AUGUSTA 

INDIANAPOLIS 

TAMPA/ST. PETERSBURG .... 

NASHVILLE 

MONTGOMERY 

BATON ROUGE 

JACKSON, MISS 

SAVANNAH 

BOSTON 

LITTLE ROCK 

BUFFALO 

COLUMBUS, OHIO 

CHARLOTTE, N. C 

COLUMBIA, S. C 

YOUNGSTOWN, OHIO 

MACON 

COLUMBUS, GA 



Negroes, 1958 


Total population, 1959 


% Negroes 


1,493,765 


10,349,800 


14.4 


1,165,848 


6,050,900 


20.0 


750,000 


4,241,200 


19.3 


685,025 


6,450,300 


13.9 


655,000 


3,813,700 


16.7 


635,500 


2,046,400 


53.0 


485,000 


1,681,800 


30.4 


395,000 


2,054,400 


28.6 


360,000 


2,797 ; 200 


13.4 


265,000 


648,900 


40.0 


264,000 


727,700 


36.0 


245,000 


1,220,000 


21.0 


225,000 


868,100 


34.1 


223,000 


1,258,100 


12.4 


212,000 


926,800 


31.9 


207,000 


571,000 


35.9 


147,800 


2,410,000 


16.4 


135,000 


1,071,600 


12.5 


131,174 


683,200 


19.3 


128,400 


1,039.200 


12.3 


126,000 


441,200 


28.9 


120,000 


1,160,100 


10.3 


111,000 


262,500 


42.3 


104,500 


398,800 


38.3 


102,000 


279,500 


32.7 


101,000 


280,000 


36.1 


98,000 


700,200 


14.0 


98,000 


261,900 


37.4 


98,000 


189,700 


39.6 


95,000 


210,700 


45.2 


88,500 


245,000 


36.4 


88,100 


659,600 


13.2 


87,000 


657,800 


20.4 


83,600 


377,200 


22.1 


81,000 


167,500 


37.0 


78,000 


236,100 


33.1 


76,000 


171,900 


40.0 


74,000 


176.500 


41.8 


71,000 


3,041,500 


2.3 


68,000 


260,000 


26.1 


67,500 


1,338,700 


5.0 


66,000 


660,100 


10.0 


64,000 


275,000 


26.1 


64,000 


236,500 


33.0 


60,000 


607,700 


9.0 


59,000 


172,000 


34.3 


58,000 


247,800 


23.3 
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VEGRO MARKETING BASICS 



•40 N -WHITE POPULATION IS GROWING FASTER FOR ALL AGES 



NON-WHITE AND WHITE POPULATION CHANGES 

This pattern of non-white and white population changes covers a nine-year period from 1950 to July, 1959, 
and includes members of the Armed Forces abroad.* It shows bigger gains for non-white than white in all 



n tt p BTmtnK idi th fin 
f> r> r - **-"*»• U/t 


over-all rise 


of 25.5% to an 


esiimaieu iv.o 


million non-white 


persons. 






NON-WHITE 

Population (000) 
8/1/59 4/1/50 


Percent change 
1950 to 1959 


WHITE 

Population (000) 
8/1/59 4/1/50 


Percent change 
1950 to 1959 


All ages 


19,813 


15,789 


+ 25.5% 


157,290 


135.343 


+ 16.2% 


Under 18 years 


8,517 


5,788 


+47.2 


54,656 


40,965 


+33.4 


18-24 


1,989 


1,828 


+ 8.8 


13,883 


14,253 


— 2.6 


25-44 


4,976 


4,692 


+ 6.0 


41,850 


40,692 


+ 2.8 


45-64 


3,281 


2,660 


+23.4 


32,572 


28,060 


+ 16.1 


65 and over 


1,050 


821 


+27.9 


14.330 


11,374 


+26.0 



•Sou it*: Bureau of Census. Current Population Roporu. .Tinuary 19ti0. Series P-25. No. 212 
|[|, , ' IIIIIIIIM illlllll 1 1 HUM MM. H Mllllll II I IMIIir V, ,1 . 1IHIU, ' II III 



SCHOOL REGISTRATION FOR NON-WHITES IS RISING 

■ iill, ilimllUI liiiiilllllll lllii i 

SCHOOL REGISTRATION FOR NON-WHITES 

More tlwn 5.5 million non-white persons were registered in schools as of October, 1959. The chart includes 
those from 5 to 34 years of age. Where no figure is shown, the base was less than 150,000 persons.* 

ACE TOTAL 
14-17 18-19 20-34 120-24) (25-34) 5-34 





820 


3,227 


1,115 


189 


162 


(110) 


(52) 


5.513 


Elementary school or kindergarten 


820 


3,180 


257 




4 




(4) 


4.261 






47 


841 


115 


27 


(16) 


(11) 


1.030 








17 


74 


131 


(94) 


(37) 


222 


MALE (add OOO ) 




422 


1.620 


560 


94 


102 


(67) 


(35) 


2.798 


Elementary school or kindergarten 


422 


1.598 


156 










2.176 






. _SU 


400 


63 


17 


(9) 


(8) 


502 








4 


31 


85 


(58) 


(27) 


120 


FEMALE (add OOO) 




398 


1,607 


555 


95 


60 


(43) 


(11) 


2.715 


Elementary school or kindergarten 


398 


1.582 


101 




4 




(4) 


2.085 






25 


441 


52 


10 


(7) 


(3) 


528 








13 


43 


46 


(36) 


(10) 


102 



•Source: Bureau of Census. Current Population Reports. Jilt 1960. Serifs P-20, No. 101 

Iiiihik liiiiilllllll iii'iii in* I Hi' 1 II mn 
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NEGRO MARKETING BASICS 

NON-WHITE EDUCATIONAL LEVELS ARE RISING RAPIDLY 



EDUCATIONAL STATUS OF NON-WHITES 

Latest available data on level of school completed by persons 25 to 29 years old from 1940 to 1959/ 



Age and Date 



PERCENT BY LEVEL OF SCHOOL COMPLETED 

Less than 5 years 4 years or more 4 years or more Median school years 

elementary school of high school of college completed 



25 years and over 

1959 (March) 


23.5% 


20.0% 


3.2% 


8.1 


1950 (April) 


31.5 


13.2 


2.2 


6.8 


19 W (April) 


41.1 


7.5 


1.8 


5.8 


25 to 29 years 

1959 (March) 


7.8 


39.1 


4.6 


10.9 


1950 (April) 


15.6 


22.9 


2.8 


8.7 


1940 (April) 


26.7 


12.1 


1.3 


7.1 


•Sourer: Bureau of Census. Current Population 


Reports. February I960. 

nun #v ii 


Series P20. No. 99 

1 ' MS 







t a 



NON-WHITE ILLITERACY RATES ARE DECREASING FOR ALL AGES 

i in «i. ,.„i.„i;i,,;iiii[[[iniiaiiiiiiiiiii iiiiii) inn iiniuiiiii mi:i .1; * ca ■ ■* 

ILLITERACY RATE AMONG NON-WHITES 

Relating to persons 14 years and over for the civilian, non-institutional population as of March, 1959. (All 
persons completing six years or more of school are considered literate, and these data were obtained only on 



persons completing less than six years.) Illiteracy is highest among older persons. 1 

BOTH SEXES 
Number 



Total 
Population 



Illiterate 



Percent 



Total, 14 years and over 


12,210,000 


910,000 


7.5 


14 to 24 years 


3,121,000 


38,000 


1.2 


25 to 34 years 


2,534,000 


106,000 


4.2 


35 to 44 years 


2,317,000 


141,000 


6.1 


i5 to 54 years 


1,941,000 


198,000 


10.2 


55 to 64 years 


1,266,000 


164,000 


13.0 


65 years and over 


1,031,000 


263,000 


25.5 


Urban 


8,357,000 


414,000 


5.0 


Rural nonjarm 


1,963,000 


225,000 


11.5 


Rural farm 


1,890,000 


271,000 


14.3 


Mortheast 


1,910,000 


31,000 


1.6 


Morth Central 


2,246,000 


75,000 


3.3 


South 


6,900,000 


760,000 


11.0 


U est 


1,154,000 


44,000 


3.8 


•PourMi. Buret j of Census. Current Population Reports, 


February 1960. Series P20. Xo. 99 
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YOU MISS 
1,413,000 POTENTIAL BUYERS 
WITHOUT ROUNSAVILLE RADIO 



You have to aim right or you miss the buying 
power of more than 1,413,000 Negroes who 
live in the Rounsaville Radio coverage area . . . con- 
[sumers with $824,000,000 to spend— AFTER taxes! 
BThis enormous consumer potential can influence the 
mational sales picture of any product. And NEGRO 
■RADIO, and ONLY Negro Radio, can reach them. 
■It's a fact: Over 95% of all Negroes listen to radio! 
iNegroes have faith in and buy the products they 
near about on their radio — NEGRO RADIO. Any 
[budget you make for these six important markets 
. . . any media you use ... a proper part of your 
advertising dollar must go to Negro Radio, or you 
miss this market ! Get the facts on Rounsaville Radio 



—all six stations are Number-One Rated by BOTH 




(Pulse and Hooper. Call Rounsaville Radio in Atlanta, 
Dohn E. Pearson, or Dora-Clayton in the Southeast. 



Personal 
Letter 



Everyone in the world ap- 
preciates recognition. Certainly 
the people to whom we pro- 
gram, the American Negro, is 
no exception to this rule. That is why we, at Rounsaville 
Radio, program exclusively far the Negro with Negro 
talent. Our continued success at Rounsaville Radio is 
based an this knowledge and haw we use it. You can 
make excellent use of our Know-How to sell your 
products. Call on us, we'll be happy ta help you. We 
are one of the oldest and the largest broadcasters in 
our chosen field. 

Robert W. Rounsaville 
O wner-President 



FIRST U.S. NEGRO-PROGRAMMED CHAIN • FIRST IN RATING IN SIX BIG MARKETS 



WCIN 1,000 Watts (5,000 Watts soon)— Cincin- 
nati's only all Negro-Programmed Station! 

WLOU 5,000 Watts— Louisville's only all Negro- 
Programmed Station! 

WMBM 5,000 Watts— Miami-Miami Beach's only 
full time Negro-Programmed Station! 

WVOL 5,000 Watts— Nashville's only all Negro- 
Programmed Station! 

WYLD 1,000 Watts— New Orleans' only full time 
Negro-Programmed Station! 

WTMP 5,000 Watts— Tampa-St. Petersburg's only 
all Negro-Programmed Station! 



BUY OXE OR ALL — 
GROUP DISCOUNTS WITH TWO OR MORE! 

O N S * V I 




RADIO 



ROUNSAVILLE 

RADIO STATIONS 

Peachtree at Mathieson, Atlanta 5, Georgia 



Robert W. Rounsaville 
Owner-President 

John E. Pearson Co. 
Nat'l Rep. 



Harold F. Walker 
V.P. & Nat'l Sales Mgr. 

Dora-Clayton 
Southeastern Rep. 
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NEGRO MARKETING BASICS 

NON-WHITE INCOME IS RISING AT ALL LEVELS 

MEDIAN INCOME OF INDIVIDUALS 




For those 14 years of age and over for urban and rural L. S., 1958* 

MALE FEMALE 

Residence Total White Nonwhite Total White Nonwhile 

UNITED STATES I 



\ umber of persons (000) 58,378 52,625 5,753 62,995 56,551 6,444 

Ni.fii6.ro/pprsofisirii/iiHcom*> (000) 53,543 48,423 5,120 33,340 29,205 4,135 

Median income for persons tehh income.. $3,742 $3,976 $1,981 $1,176 $1,279 $750 



URBAN 



.Yiimfor of persons (000) 35,480 31,652 3,828 40,117 35,595 4,522 

\„mber of persons icilh income (000) 32,715 29,288 3,427 22,463 19,542 2,921 

Median income for persons icilh income.. $4,099 $4,285 $2,710 $1,423 $1,518 $969 



RURAL NONFARM 



WifW of persons (000) 15,303 14,361 940 15,910 14,892 1,018 

.Yifffi6<>r of persons icilh income (000) 14,126 13,288 838 7,916 7,238 678 

Median income for persons imlh income.. $3,922 $4,084 $1,612 $932 $985 $463 



RURAL FARM 



.Vuffi6«>r of persons (000) 7,595 6,610 985 6,968 6,064 904 

.Yuffi&«>r of persons with income (000) 6,702 5,847 855 2,961 2,425 536 

Median income for persons icilh income.. $1,699 $1,980 $552 $476 $613 $299 



•Swjrre' V S. Bureau of Census. Series P. 60. No. 33. 



MEDIAN INCOME OF FAMILIES 

Also covers figures for unrelated individuals for urban and rural L . S., 1958* 
(Median not shown where base is less than 200,0001 



FAMILIES UNRELATED INDIVIDUALS 

Residence Total White Nonwhite Total White Nonwhite 

UNITED STATES 

dumber (000) 44.202 40,209 3,993 10,751 9,124 1,627 

Median income S5,087 S5,300 S2,711 Sl,436 $1,592 Sl,080 

URBAN 

\ umber (000) 27,192 24,385 2,807 8,338 6,983 1,355 

Median income S5,469 S5,679 S3,392 81,734 Sl,860 Sl,250 

RURAL NONFARM 

\ttmber (000) 12,006 11,361 645 1,797 1,609 1 86 

Median income 85,048 85,211 S2.361 81,116 81,189 ~ 

RURAL FARM 

M timber (000) 5.004 4.463 541 616 532 84 

Median income 82.747 S3,025 SI, 123 S835 S919 



' s Hurrau <»l (Vn*u*. Series I* 60. No. 33 
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A MVST 

for your Negro radio station! 

NATIONWIDE NETWORK , NC 

the only organization of its kind in the world 
for over 20 years producing exclusively 
for the Negro market 

"ALL AMERICAN NEWS" 

The only daily international Megro Radio News Service! 
Vital! Exciting! 

Tape transcriptions reaching the biggest audiences hi the Negro Market. 

"NEGRO SPORTS HISTORY" 

This weekly shotc presents a strange and unusual human interest story 
about Negro athletes who have made sports history. 

"NEGRO UNIVERSITY CHOIRS" 

This thirty minute shotc introduces the finest Negro talent in American music. 

These subjects are produced, edited and released by the same organization which is now producing the 
"At Home With Alma John" show weekly in 30 radio markets in 1-1 states. 



These transcribed radio programs are available to radio stations, spot advertisers, station 

representatives, national or local sponsors. 

Price Quotations on Request 
Phone, W ire or Write for "Pilot" Tape 



Send Your Request to: 

NATIONWIDE NETWORK, INC. 1733 Broadway, New York 19, N. Y. 

JUdson 6-7782 
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Speidel pinpoints an audience representing more than 
half of South Carolina's total population, over 
1,000,000 Negroes. In terms of dollars, the Negro is 
a vital part of this market — he is earning more, spend- 
ing more than ever before. 

WOIC, WPAL and WYNN all program exclusively for 
their special audience; design their programs to their 
audience's taste. As a result, they have tremendous 
audience loyalty. Speidel stations can truthfully say, ) 
"Our listener buys what we advertise." Merchandising 
penetrates deeper because Speidel stations stay close j 
to their markets and retailers. 

To sell in South Carolina, investigate Speidel. Let 
our representatives show you why it costs less to adver- 
tise in this growing Negro market. Buy all three sta- 
tions and get a 7'/2% discount . . . any two — save 
5%. Bob Dore, National Reps, or Dora-Clayton in 
the Southeast will gladly supply success stories and 
full information. 



GOIDEN HORN STATIONS 



BROADCASTING CORPORATION 



concentrated coverage where it counl 



„ ft0 00 HEROES 

0° |ij/en io Mm fan 



HERE'S WHY: 




$>uf/i Carolina 
Di/y fhe 

heid el Stations 
specialize 
Fi! a specialized market 



Rev. Lampkin 
WPAL 



I 



WOIC 



WPAL 



WYNN 



(XJIW 1470 KC COLUMBIA, S. C. 1000 W 730 KC CHARLESTON, S. C. 250 W 540 KC FLORENCE, S. C. 



EGRO MARKETING BASICS 

EMPLOYMENT STATUS OF NON-WHITES 



"f II I III llll ■ 

FOR PERSONS 14 YEARS AJfD OVER IN 1958* 

7 lie annual average for the number of non-white persons in the labor force is almost seven and one-half 
milli n peopl-. The majority of these non-whites do not work in agriculture. 





Annual 
Average 
Number 


EMPLOYED 
Agricultural Non-agricultural 


UNEMPLOYED 

Percent of civilian 
Number labor force 


NOT I.N 
LABOR 
FORCE 


BOTH SEXES 


7,453,000 


877,000 


5,639,000 


938,000 


12,6% 


4,531,009 


MALE 


4,511,000 


624,000 


3,267,000 


619,000 


13.7 


1,100,000 


FEMALE 


2,943,000 


252,000 


2,371,000 


318,000 


10.8 


3,431,000 


*I*it£st available figure* from 


Bureau of Census, 


Annual Report on the Labor Force, June, 1959, 


series P-50, > 


o. 89 





PERCENT OF NON-WHITES IN LABOR FORCE 



BY AGE, WITH ANNUAL AVERAGES FOR 1958, 1957 AND 1950* 

The number of young persons working is declining, indicating a longer attendance in schools. Otherwise, 
the non-white labor force remains fairly steady, with approximately 80% of the men and 40*? of the 
women employed. This three-year comparison indicates major trends. 



1953 



1957 



S*riw P-50. No. 89. June. 1959 



1950 



A^e 


Male 


Female 


Male 


Female 


Male 


Female 


TOTAL 


80.4% 


46.2% 


80.8% 


43.5% 


83.3% 


45.7% 


14 to 19 years 


44.0 


24.3 


46.1 


25.8 


56.1 


30.9 


20-24 


38.7 


43.3 


89.6 


46.7 


91.4 


46.9 


25-34 


96.3 


50.8 


96.1 


50.5 


92.6 


51.6 


35-44 


96.4 


60.3 


96.5 


58.8 


96.2 


55.7 


45-54 


93.9 


59.3 


93.5 


56.9 


95.1 


54.3 


55-64 


8.3.3 


42.3 


32.2 


44.3 


81.9 


40.9 


65 and over 


34.5 


13.3 


35.9 


13.3 


45.5 


16.5 
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these 
outstanding 
stations 



... in selling national advertisers at executive 
and management levels the exciting story of 
Negro Market Radio and the ever-increasing role 
it will play in their sales picture; getting 
advertisers to create budgets specifically earmarked 
foi N'egro Market Radio. 

... in furnishing advertisers and agencies (citified 
statistical research to back up our valid claims 
of the daily influence Negro-appeal radio has on 
18.300,000 \merican Negroes. 

... in studying, fostering, developing, and 
improving N'egro radio programming with particular 
emphasis on public service for the benefit of the 
Negro race; and cooperating with one another in 
the development of Negro talent and 
program product. 

CHARTER STATIONS 
NEGRO RADIO ASSOCIATION (Sept. 15. I960) 
KAOK, Lake Charles, La. 
KDIA, San Francisco, Calif. 
KNOK, Fort Worth, Texas 
KOKA, Shreveport, La. 
KOKY, Little Rod, Ark. 
KSAN San Francisco, Calif 
KYOK, Houston, Texas 
WAAA, Winston-Salem. N. C. 
WABO. Cleveland, Ohio 
WAMO, Pittsburgh, Pa. 
WAOK, Atlanta, Ga. 
WBOK. New Orleans, La. 
WC1N, Cincinnati, Ohio 
WDAS, Philadelphia, Pa. 
WDIA, Memphis, Tenn. 
WEBB, Baltimore, Md. 
WENN, Birmingham, Ala. 
WGIV, Charlotte, N. C. 
WGOK, Mobile. Ala. 



WHAT, Philadelphia, Pa. 
WIBB. Macon, Ga. 
WJLD, Birmingham, Ala. 
WLIB. New York City 
WLOK, Memphis, Tenn. 
WLOU. Louisville. Ky. 
WMBM. Miami. Florida 
WOIC, Columbia, S. C. 
WOKJ, Jackson, Miss. 
WOPA. Chicago, III. 
WPAL, Charleston, S. C. 
WRMA, Montgomery, Ala. 
WSRC, Durham, N. C. 
WTMP, Tampa, Florida 
WVOL, Nashville, Tenn. 
WXOK, Baton Rouge, La. 
WYLD, New Orleans. La. 
WYNN, Florence, S. C. 



Charter memberships available until November 1, 
I960. Stations are urged to apply for membership 
now. lull information may be had by writing 
Negro Radio Association, P. O. Box 10063, 
Charlotte I. N. C. 



Associate memberships available to 
National Representatives of Negro 
Radio, to National Advertising 
Agencies, and Advertisers. 



NEGRO RADIO ASSOCIATION 
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1R0 RADIO BASICS 

Facts and trends concerning Negro-appeal stations 



I 



llllllllllllllllllllll lllllll IIIIIIIIIIIIIIIIIIIIIMIUIIIIIIIIIIIIII IIIIIIIIIIHIIIIIIIIIIIIIIIIII lllllllllllll 



iimif iiiiiiiiiiiiiiiiiiiiiiitiiniiiitiiiiiiiiiiiiiiiiiiii 



STATIONS WITH MERCHANDISING SERVICES 
Yes No No Answer 

No of stations 132 30 9 



NEGRO PROGRAM HOI RS I960 VS 1959 



Same 


Increase 


Decrease 


No Answer 


No. of stations 120 


50 


1 


0 


Mtl.l ME OF IVEGRO 


BUSINESS 


1960 VS 


1959 


Up 


Down 


Same 


No Answer 


No. of stations 132 


8 


22 


9 


Note: Total Responses 171 









1 I SE OF FACT SHEETS VS E.T.'S 



% SPONSORS 
USING FACT 
SHEETS 



25% 26- 51- 76- No. 
or less 50% 75% 100% Answer 



No. of stations 
reporting 



44 42 



19 



32 



19 



NUMBER OF YEARS OF NECRO PROCRAM1NC 



No. of years 


1-2 


3-5 


6-10 


11-19 


20 




Vrs. 


Vrs. 


Vrs. 


Vrs. 


b over 


N/A 


No. of stations 


16 


29 


59 


59 


7 


1 



STATION SHARE DEVOTED TO NEGRO 
APPEAL PROGRAMING 



% hrs. on air 
of Negro-appeal 
shows 



10- 

25% 



25- 
49% 



50- 75- NoAn- 
74% 99% 100% swer 



71 34 



37 16 



Note: Total Responses 171 



The charts ahove were made up from answers to question- 
naires sent to more than 800 Negro-appeal stations for spon- 
sor's 1960 Negro radio issue. About 200 sent answers. The 
chart concerning "Fact sheets over e.t.'s" shows the number 
of stations which reported percent of their Negro-directed 
advertisers who sent in fact sheets instead of recorded an- 
nouncements. For example, 44 stations reported that 25% or 
less of their Negro-directed advertisers use fact sheets. With 
the exception of this chart, the raw material for the figures 
here can be found in Negro station profiles in this issue. 



piintiiiiiiiiiiiinmiiiiiiiiiiiiiiMiiiiiiiiiiiiiii mini iiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiii iniinii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinimiii iiiiiiiiiiiiiiiHiiiimiiiiiiiiiiiiiimiiiiiiiimimiin iiiiiiiiiiiiiiiiiiiiiiiiiiiniiia hiiiihiiiiiiiiiii il 

Small towns in south are well covered by Negro-appeal radio 

^■NNiniiu ''"uh * Biiimiiiiiiiiiiiiiiiiiiiii inn mm nrui iiiffi tin ■nwnrrwn h irn d UHnasnti 1 1 1 D«t rMitraMHiiisriaiiararaingmDiiirraMiiinaa iiiniiiii iiiiiiimimmiiiiiiiiinmiiiiyiii|j 

KEYSTONE COVERAGE OF THE NEGRO POPULATION IN 13 SELECTED STATES 



State 



Total Negro population 1 
(000) 



Negro population as a % 
of total population in state 2 



Total Negro population 
covered by KBS 
(000) 



% of total Negro population 
covered by KBS 



Alabama 


909.9 


28.6% 


846.2 


93.0% 


Arkansas 


421.8 


24.0 


406.2 


96.3 


Florida 


881.2 


19.8 


874.2 


99.2 


Georgia 


1,058.6 


27.6 


976.0 


92.2 


Kentucky 


228.2 


7.5 


133.7 


58.6 


Louisiana 


950.9 


30.4 


672.3 


70.7 


Maryland 


518.9 


17.0 


406.3 


78.3 


Mississippi 


848.8 


39.7 


782.6 


92.2 


North Carolina 


1,043.1 


23.0 


981.6 


94.1 


South Carolina 


800.6 


33.7 


743.8 


92.9 


Tennessee 


578.0 


16.7 


558.9 


96.7 


Texas 


1,239.9 


13.0 


1,143.2 


92.2 


Virginia 


816.3 


28.3 


562.4 


68.9 


Total 


1 0,296.2 


23.8 


9,087.4 


88.3 



Sourcts: 1 The peicent of Negro population by county and state as defined In the 1950 Census was applied to the "Sales Management" 3/4/60 population 
fjtlma'fj to arrive at the figure for total Negro. '1050 Census, a KBS corerage based upon Nielsen Coverage Service #2 and half-mUllTOlt data. 



inn in iiiiiiimmiiiiiiiiimiiiiiiiiiiiimi 



iiiimmiiiiiiiiiiimmiiiiiiiiimiiiiiiiiiiiii iiiiiiimiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 
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AHEAD WHERE THE BEST BELONGS 



SELL 100,000 NEGROES 

TEXAS' ... 5th LARGEST MARKET 
NATION'S . . . 77th LARGEST MARKET 




a WALTON 




STATION 

WOO WATTS 1380 KC 
2295 CALDER AVE. TERMINAL 2-0201 P.O. BOX 2673 BeaUIDOnt, Texas 

SELL 60,000 NEGROES 

TENNESSEE'S ... 4th LARGEST MARKET 
NATION'S ... 86th LARGEST MARKET 



a IV 4 L TON 




STATION 



1000 WATTS 1260 KC 

835 McCallie ave. amherst 6-4145 p.o. box 166 ChattaNOOga, Tennessee 

BOTH STATIONS FIRST BY FAR IN THE NEGRO MARKET 
SECOND BY FAR IN THE TOTAL MARKET 



BOTH STATIONS 100% NEGRO PROGRAMING 



DORA-CLAYTON AGENCY 

502 MORTGAGE GUARANTEE BLDG. 

ATLANTA, GEORGIA 



REPRESENTED BY: 
BERNARD HOWARD CO. 
20 E. 46TH STREET 
NEW YORK, N. Y. 



A DOLLAR SPENT WITH EITHER STATION IS AN INVESTMENT IN THE 
FUTURE OF YOUR BUSINESS 
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THE TOP RATED 
STATION IN 
THE NATION'S 
3rd LARGEST 
NEGRO MARKET 

OF MORE THAN 

6 5 0,0 0 0 

SPENDING ANNUALLY— 

$700 MILLION 



COMMUNITY 
ACTIVITIES 
BUILD KGFJ IN 
SO. CALIFORNIA 
NEGRO MARKET 

LOS ANGELES, CAL, Pearl 
Robinson, receives the KCFJ 
Trophy as winner of the 1960 
"Miss Bronze California" 
title from Mrs. Thelma 
Kirchner, General Manager 
cf KGFJ, one of the many 
local Community activities 
of the station. 





REPRESENTED 
BY 



BROADCASTING 24 HOURS A DAY 
BRINGS YOU 30 to 52% SHARE 
OF THIS VITAL NEGRO AUDIENCE 

(LOS ANGELES NEGRO MARKET PULSE MARCH, 1960) 

THE ORIGINAL 24 HOUR STATION 
IS SOUTHERN CALIFORNIA'S ONLY 
ALL NEGRO APPEAL STATION! 

[ BERNARD HOWARD & CO., New York, Chicago, Atlanta 
J TORBET, ALLEN & CRANE, San Francisco 
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< C CESS 
REPEATS 
ITSELF! 

In the Baltimore 
Negro market of 
380,000 . . . 

W-E-B-B 



is 



la 

AQAINJ 

In every Pulse segment . 
thruout the broadcast day 

W-E-B-B is 
NUMBER 1 



ource ■ 
Negro Pulse, May 196C 



W-E-B-B 

100% Negro programming 
5,000 watts • 1360 kc 



Baltimore 16, Md. 



Represented by 

Bernard Howard & Co., Inc. 
20 E. 46th St., New York 17 
OXford 7-3750 
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THE GEORGIA 
NEGRO GROUP 

COLUMBUS 

7000 Watts 11/ A I £ 
7580 fee. II 1/ L O 

MACON 

7000 watts ui I n n 

7280 fee. II I D D 

SAVANNAH 
WSOK 

SEE PAGE 3 THIS ISSUE 




in 300 super markets 
supports your . 



RADIO COVERAGE 

of the 

NEGRO MARKET 



in 



HOUSTON, TEXAS 

K G O 

Get the story from your 
John Pearson man. 
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" 'SENATOR' 




Joe Howard 


Bristoe Bryant 


Ernie Durham 



These 3 Dee Jays contribute mightily to make 
J the number one Negro station in the 
Detroit area. 



WJLB 



WJLB 



LEADS IN NEGRO 
APPEAL PROGRAMMING 



• 88-1/2 weekly broadcast hours beamed at 
an approximate 600,000 audience with an an- 
nual aggregate income of $700,000,000 makes 
E y .4 y #MH j( | a "must buy" for Negro directed 
advertising. 



FOR 21 YEARS 




and particularly in the last 
*~ decade, ft^A^Hj has 
racked up sales for the knowing advertiser who 
wants to capitalize on the rich potential Negro 
market. 

Let the 3 Disc-A-Teers — 'Senator' Bryant, 'Joltin' Joe 
and 'Frantic' Ernie plus WJLB's other superb talent do 



LISTEN IN to 



WJLB 


because they LOOK UP 


to 


WJLB 





W^LtB 

3100 OAVIO BR0DERICK TOWER • DETROIT 26, MICH. 



NEW YORK REPRESENTATIVE: BERNARD HOWARD COMPANY 
20 Eosf 46 Street, New York 1 7, N.Y. • Phone OX. 7-3750 
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NEGRO STATION PROGRAMING 



106% Negro-appeal 
programing 



ITY 

irmingham 
irmingham 

I untsville ... 

j labile 

labile 



CALL LETTERS 



ALABAMA 



.WENN 
-WILD 
..WEUP 
-WGOK 
.WMOZ 



| lontgomery -WRMA 

uscaloasa WTUG 



ittle Rock 



ARKANSAS 



CALIFORNIA 

?s Angeles _ 

an Francisco _ _ 



KOKY 

..XGFJ 
XSAN 



DISTRICT OF COLUMBIA 

Washington WOOK 



[ashington 

cksonville 

■mi 

uni 

lando 

nsacola __ 

npa 



FLORIDA 



.....WUST 

WOBS 

WFEC 

WMBM 

WOKB 

IF BOP 

WTMP 



GEORGIA 

anta WAOK 

anta _. _ ..WERD 



lumbus _.. 
lumbus .._ 

con 

vannah ..... 

cago 

jisville 

on Rouge 
Y Orleans 
h Orleans . 
leveport _. 



WCLS 

WOKS 

WIBB 

WSOK 



ILLINOIS 



KENTUCKY 



LOUISIANA 



IF BEE 



-WLOU 

-WXOK 
WBOK 

..WYLD 
XOKA 



MARYLAND 

[lapolis ... WANN 

timore _. WEBB 

:imore WSID 

MICHIGAN 

iter _ WCHB 

MISSISSIPPI 

enville -WESY 

snville WGVM 



CITY 

Jackson . 
Meridian 



CALL LETTERS 

WOK] 

WQIC 



MISSOURI 



Kansas City 
St. Louis _.. 
St. Louis ... 



. KPRS 
.KATZ 
XX LW 



NEW JERSEY 

Newark ._ _ WHBI 

Newark _ _ WNJR 

NORTH CAROLINA 

Durham _ _ WSRC 

Winston Salem WAAA 

OHIO 

Cincinnati WCIN 

Cleveland . .... WABQ 

PENNSYLVANIA 

Philadelphia WDAS 

Philadelphia . WHAT 

Pittsburgh WAMO 

SOUTH CAROLINA 

Charleston _ _ WPAL 

Columbia WOIC 

Florence _ _ WYNN 



CITY 

Chattanooga 
Jackson 

Memphis _ 
Memphis . ... 
Nashville 



Beaumont 
Dallas Ft. Worth 

Ft. Worth 

Houston 

Houston __ 

Tyler _ 



TENNESSEE 



TEXAS 



VIRGINIA 



Norfolk __ 
Richmond 



CALL LETTERS 

WNOO 
...WJAK 

„WD1A 
WLOK 
WVOL 

KJET 
KKSN 
. KNOK 
KCOH 
.. KYOK 
. .. KZEY 

WRAP 
...WANT 



75-99% Negro-appeal 
programing 

CALIFORNIA 

Oakland KDIA 

GEORGIA 

Dawson ._WDWD 



Capital Buys in the Capital Cities 



WADK 

Atlanta, Ca. 

1st in 69 of 72 quarter- 
hours 

(Negro Pulse, Feb., 1960) 

in ATLANTA 

You need WAOK to cov- 
er this 12-station market. 
It is 3d in general Hoop- 
er (May-June 1960) and 
4th in general Pulse 
(April 1960). First in 
four afternoon half-hours 
(Hooper) . 

WADK 

Atlanta, Ga. 

Represented by 
Daren F. McGavren Co., Inc. 



WHMA 

Montgomery, Ala. 

1st in all quarter-hours 
6AM-6PM, M-F 

(Pulse, April, 1960) 

iii MONTGOMERY 

Top performer of Ala- 
bama major market sta- 
tions with 30% morning 
metro share (67% abead 
of next station) and 28% 
afternoon share (56% 
ahead of next station). 

WHMA 

Montgomery, Ala. 

Represented by 
Everett-McKinney, Inc. 



5% discount on combination buys 
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CAU 1 1 1 TINS 

LOUISIANA 

,1 A. <MI 

NEW YORK 

N Y " I IH 

OHIO 

Clovolmil 1(7 WO 

TEXAS 

T«yJoi A. /' <*•' 

V/RC/N/A 

CJtllKltAlllllllU 



50-74% Negro-appeal 
programing 



(ALL mum 



KENTUCKY 

PIiihvIIIi M Ml F 



CITY 



I vmgmtn 
Snliim 



Augutta 
W«ynail)oio 



0 IK It Chlcauo 



ALABAMA 



CfORC/A 



ILLINOIS 



CAIl UIUR1 

// <;« <: 

» </ <; 
ir/iwo 

m r.r.s 



F,l„hlM„l In I9i4 

Theie ma only 10 tltlet In the Unlleil Stutei wllli 11 totii/ NO|tnlntlon Qieitlei 
• Kim the Neyio |iii|iulttllon ol Clilrna«'nnil. 

TMi It a 1>'ii iiiuiAet with lily bttyjttu powof In a coik erttnitei/ urea. 

The Neifro im|itilnWoii o/ Chlcaifiiium/ nren it now mure Winn 1,000,000. 

The buyltiu (iitiver ol t/ili rei|iontfve leumettt U more t/iun * 4 bl'/lon i/o//nrl. 

WCCS it tlio only lull time 5000 w.ill Chicago tUHfcu devoting .1 m« j«r 
portion ol it I iino to hro.idia\l\ duelled In llio Negio M^ikot. 

WCFS liroadtaM% mine pru|(«rft| In the Ne^io Chic .ikdI.huI area than 
Any oilier Clin agi) Italian. 

It take* WCES to reach the ChicaRol.tiid Negro Marketl 

Yon can ieadi llio Nprio audienco without WCES hut don't make 
I he mitlake ol liyniK il econmny and Mr* killing iale» are important. 

Tlio No|{i» Mrfoniltt4*« wlio hrnailcaM your ailverti\inK niewajje are 
experienced air salesmen 



Richard St.imi 
5 JO AM to 7:00 AM 
12 00 Noon tti I :00 I'M 
Munilny tliiu Stttuiittty 

Rlc Rlcardo 

II 10 AM 10 12.00 Noun 

Moniluy llitu Sttluultiy 

Al Benton 
I 00 I'M in 2:00 I'M 
1:00 I'M lu 6 00 I'M 
Muniluy thru Stitordit y 



Norm Spalding 

2:00 I'M to 3:00 I'M 

I I lOO I'M to 12:00 Miilnlght 

Moniluy thru Suturiliiy 

Roy Wood 

V.00 PM to IOiOO I'M 

Moniluy Wiru Soturilny 

Sam Evant 

10:00 I'M to 1 1 00 I'M 
Moniluy thtu Snturilny 



Sid McCoy 

12.00 Ml.lnlgl.l in 1:30 AM 
Muniluy llnu Siiiluiduy 



WGES 

flut 1 finite lo tvll the CMrnifoiiirii/ Noyro MttikeW 

S000 Watti 

W Wa»hlt. B toi. Blvd. Chicago 12, Illinois 



LOUISIANA 

tunica b.t'1 \ 

NORTH CAROLINA 

dim loin Willi 

VIRGINIA 
Nnwjioit Newt N01I0IK WVOII 



25-49% Negro-appeal 
programing 



Annum 
Biillni 
riitniiln 
riomiico 

Mkailal|ilil* 

Mnlitim 

Muiillnnlla 

Clilplny 
Ificksimvlllit 
Mlllmi 
P«hok«« 

Albany 

0 {till til lllgl) 

Ft. V«ll«y 

Chicago 
Oak Pmk 

InillftHftjinlli 

Ldtayatto 

Monioa 

Wlnntdaia 

llnltliiiniit 

Rnlioll 
rihtl 

Canton 

Clmkiil«l« 

Clnvnlnml 

N V. 
N Y. 



ALABAMA 



ARKANSAS 



FLORIDA 



CEORCIA 

ILLINOIS 

INDIANA 
LOUISIANA 

MARYLAND 
MICHIGAN 

MISSISSIPPI 
NEW YORK 



ir inn 

// I'll.X 

in 1 1 
(tun 

M IU 
A. AT i 
KIIIIM 

it iu;< 
Il nih- 
il «H 
II KIM 

II .1 \t 

11 Mi;n 
11 ri'M 

it 1 it- 

u Of I 

u erf 
m 01 

KIK 
KM <K 

II ll ll 

ITJI, 

ir tin 

11 non 
11 110 \ 
ir< 111 

11 mo 
11 11 Ni 



jtroN.Nim 



ni:i:iui iKftntc e !>o Ni'.rrnMiii.ii l%0 



fVMMmTONAC. 



MARKET 



CITY CALL LETTERS 

NORTH CAROLINA 



Elizabethtown 

Southern Pines 



AVBLA 
WEEB 



SOUTH CAROLINA 

Dillon _ WDSC 

Sumter _. WSSC 

VIRGINIA 

Franklin — ITYSR 

WEST VIRGINIA 



Welch ... 



JTELC 



10-24% Negro-appeal 
programing 



Flomaton 

Gadsden 

Tuscumbia 

Hope . . 
Htt Springs 

Wilmingtsn _ 



ALABAMA 



ARKANSAS 



DELAWARE 



FLORIDA 

Daytona Beach 

Ft. Lauderdale 

Live Oak 

Madison 

Quincy 

Sanford .. . __ 



GEORGIA 



Baxley 

Cairo 

Moultrie 

Valdosta 

Waycross _. 

Gary _ 

Lake Charles . 
Natchitoches 



INDIANA 
LOUISIANA 



MICHIGAN 



Flint 

Brookhaven 
Columbus . 
Houston 
Magee _.. 
McComb _.. 
Pascagoula 



MISSISSIPPI 



^rrcB 

..WETO 
TVS A 

KXAR 
KBLO 

WILM 

AT ROD 
WFTL 
. WSER 
ATMAF 

rev// 

WTRR 

THAB 
W GRA 
WMTM 
WGOV 
WAYX 

„WWCA 

^FCAOK 
. KNOC 

TMRP 

wcm 
. rcBi 
-ircpc 

itsjc 

TAPE 
ATPMP 



CITY 

Starkville . 
West Point 



Vineland 



CALL LETTERS 

irsso 

TROB 



NEW JERSEY 



NEW YORK 



WDVL 



N. Y. 



WHOM 



NORTH CAROLINA 



Dunn _ ... . 
Elizabeth City 
Fairmont _. _ 
Fayetteville 
Fayetteville 
Forest City _ 
High Point _ 

Kinston 

Kinston 

Laurinburg 
Leaksville 
Mt. Airy _ _ 
Raleigh _ 
Rocky Mount 
Wilson 

Chillicothe 

Muskogee 
Okmulgee .. 



OH/0 



OKLAHOMA 



fTCKB 
TCSC 
WFMO 
AWFA1 
ATFXC 
-TAGY 
WHPE 
WELS 
_ WISP 
WEWO 
-WLOE 
-_/TSVD 
-WRAL 
-WCEC 
-TGTM 

AT BEX 

XMUS 
KOKL 



SOUTH CAROLINA 



Anderson _ . __ .. 

Greenville 

Marion „ _ 

Walterboro 

TENNESSEE 

Alcoa _ _ _ 

Knoxvllle 

Murfreesboro . _ _ . 
Nashville 



TEXAS 



Galveston 
Houston _ . 
Jasper _ 
Longview . 
Marshall _ . 
Midland _ 
San Antonio 
San Antonio 
Taylor 

Farmville _. 

Gloucester 

Lynchburg 

Martinsville 

Petersburg 



VIRGINIA 



. JT.4.VS 
WESC 
WATP 
WALD 

WE AG 
WKXV 
, /TC.V5 
WLAC 

JKGBC. 
KLYL 
KTXJ 
KLUE 

KUHT 
_ KIBC 
KCOR 

KM AC 
KTAE 

WFLO 
WDDY 

_ WHEE 

. wssv 



WASHINGTON, D. C. 
the Greatest Concentrated 
High - Income Negro Audi 
ence in America 



Bill "THE DUKE" 
Johnson 




Al BIG BOY 
Jefferson 

D.C.'s lop brood- 
coster of sounds, 
the young odore 
him, the oldsters 
respect him. Doily 
6:30 to 9 AM— 
3 to 6 PM 




Col. ED BROWN 

with O.C.'s lorgest 
spirituol oudience 
Reel big-response 
oudience progrom 
10 AM to 12 Noon 
Mon. thru Sot.— 
7 AM to I PM Sun 



LENNY GREEN 



The Woshington 
Senotor's Populor 
centerfielder with the 
reol inside dope 
on sports. 
Doily 5.55 PM 
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The Big Sfation 
with the 1-2-3-4 Punch 

• 

Represented Nationally By 
JOHN E. PEARSON CO. 

New York • Chteifo • Atlanta 
Lei Angeles • Son Francisco 

WUS? Mi A V Straatt, N W 
Washington. 0. C. 




NEGRO RADIO'S CLIENTS 

This list of national and regional advertisers who used Negro appeal radio dur- 
ing this past year is a partial roster of names taken from station questionnaires 



^ Dark 
„ There's 
2 Only 

WJLD 

Alone programs to 
the 260,000 Negroes 
of Metropolitan 
BIRMINGHAM 



Check Any Survey! 

You reach more people 
for less money on WJLD 

Pulse-Proved 

NO.r 

Negro Pulse 1960, for the 
fourth straight year. 

WJLD 

- Birmingham, Alabama 

The Nation's Finest 
Negro Radio Station 
III Phone FORJOE 



Admiration Coffee 

Alka Seltzer 

American Bakeries 

American Finance Corp. 

American Oil Co. 

American Tobacco Co. 

American Wine 

Anheuser 

Arrid 

Armour 

Arrow Beer 

Artra Skin Cream 

Associated Investments 

Associated Sepian Products 

Atlas Finance 

Atlas Sewing Machine 

Aunt Jemima 



Mrs. Baird's Bread 
Ballantine Beer 
Bayer 

B.C. Remedy 
B. F. Goodrich 
Beauty Glow 
Belfast Beverages 
Best Foods Co. 
Big Bear Snuff 
Birdseye Foods 
Birley's Beverages 
Black Draught 
Black & White Ointment 
Bleach & Glow 
Blue Seal Bread 
Bond Bread 

Borden's Dairy Products 
Breast-O-Chicken Tuna 
Brer Rabbit Syrup 
Bristol-Myers 
Bruton's Sweet Snuff 
Budweiser 
Buhler Mills 
Buick 

Bull of the Woods Chewing 

Tobacco 
Burgermeister Beer 
Busch Bavarian 
Butter Krust Bread 

C 

Cadillac 

Camel Cigarettes 
Canada Dry Beverages 



C&P Telephone 

C & H Sugar 

Carling's Beer 

Carnation 

Carolina Rice 

Champagne Velvet Beer 

Champale malt liquor 

Chattanooga Medicine Co. 

Chesebrough-Ponds 

Chevrolet 

Clabber Girl Baking Powder 
Coca-Cola 

Colonial Baking Co. 
Comet Cleanser 
Continental Baking 
Country Club malt liquor 
Creomulsion 
C. V. Beer 



D-Con 

Deep Rock Oil Co. 
Denman Tires 
Dental Sweet Snuff 
Dixie Peach 
Doctor Shor 
Domino Sugar 
Drewry's Beer 
Duquesne Beer 

E 

Easy Monday Starch 
English Ford 
Eno 
Esso 

Ever-Dry Products 
Ex-Lax 



Falls City Beer 
Falstaff Beer 
Feen-A-Mint 
Food Fair 
Ford 

G 

Gallo Wine 
Garrett's Products 
General Foods 
Gillette Razor Co. 
Gloss 8 
Goebel Beer 
Golden Spur 
Goodyear Tires 
Guinness Stout 
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EL 

Haas-Davis 
Hadacol 

Hair Specialty Co 
Hamm's Beer 
Hardin's Bread 
Hart's Bakery 
Hill Bros. Coffee 
Holsum Bread 
Hormel Meats 



I 



Ideal Bread 

Independent Life & Accident Ins. 
Interstate Bakeries 
Italian Swiss Colony Wine 



Jay Beer 

Jefferson's Discount Stores 



Kaser Distillers Wine 
Kelly's Canned Foods 
King Dollar Stores 
Kroger 



Lady Lennox Hair Dye 

Langendorf Bread 

jLaura Scudder's Food Products 

jLeggett's Dept. Stores 

|Lever Bros. 

iiiebman Breweries 

Liggett & Myers 

jipton Tea 

jone Star Beer 
r. Lorillard 

jucky Lager Beer 
ljucky Strike 

Jjucky Tiger 

ijydia Pinkham 



VI 

ladera Wine 
I&S Soft Drinks 
lanischewitz Wine 
jlar-O-Oil 

jlarvelene Hair Dressing 
jEason's Root Beer 
|[axwell House 
leister Bros. 

[ilan Wineries 
Itillbrook Bread 
lailer Hi-Life Beer 

tission Orange 

ionticello Drugs 



Mueller Macaroni 
Mum Deodorant 
Muntz Tv 

N 



Nadinola Cream 
National Biscuit Co. 
National Standard Life Ins. 

O 

OCB Wine 
Omega Flour 

Oscar Mayer Meat Products 



Pabst Brewing 
Pall Mall cigarettes 
Pearl Beer 
Pepsi-Cola 
Personal Products 
Pet Milk 
Pharmaco 
Plough Sales 
Premier gasoline 




NEGRO 

Community 
Programming 




SPANISH 
PUERTO RICAN 

Programming 




of Whirl-Wind 
sales action 



Q 

Quaker Oats 



WWRL 

NEW YORK DE 5-1600 

*10:00AM-5:30PM ** 5:30PM- 10:00AM 



Make the Q|Q [J (J Y 

on the only JQQ^) 

Negro-programed 
station in 

JACKSONVILLE 

WOBS ranks at or near the 
top in all rating reports. 

WOBS dominates the reports 
on Negro listening. 

40% of the Jacksonville 
market is Negro. 




WOBS 



5,000 watts 



JACKSONVILLE, FLORIDA 



Larry Picus 
Gen. Mgs. 



Gill-Perna, Inc. 
Nat. Rep. 



Dora-Clayton 
Southern Rep. 
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I > p Ale 

g 1 Ale 
Regal Select Beer 
Rem 

Rheingold Beer 
R. J Reynolds 
Harold Ritchie Corp. 
Robin Hood Flour 
Roma Wine 
Royal Crown Cola 
Royal Crown Hair Dressing 
Ruppert Beer 



S&H Green Stamps 
Santa Fe Wine 
S. C. Dreher Packing Co. 
Schaeffer Beer 

Schmidt's Blue Ribbon Bread & 

Rolls 
Schlitz Beer 
Scott's Emulsion 
Seaboard Finance 
Sealtest Foods 
Sears Roebuck 
Sessions Cooking Oil 



1,053,870 



NEGROES 



$1,117,793,000 



SPENDABLE INCOME 



THE 



PIEDMONT 
PACKAGE 

(In North Carolina, of course) 



WAAA 
WSRC 



RADIO 



WINSTON-SALEM, GREENSBORO, 
DURHAM, RALEIGH, HIGH POINT 

Call Boh Dore for discount details 



Seven-Up 
Shell gas & oil 
Silkly Strate 
Silvercup bread 
Silver Satin Wine 
Singer Sewing Machine 
666 Cold Tablets 
666 Tonic 
Skin Success 
Spree 
SSS Tonic 

Sta Glo Hair Dressing 
Staley Syrup 
Stanback Co. 
Standard Brands 
St. Joseph Aspirin 
R. J. Strickland Co. 
Suburban Club Beverages 
Sulphur 8 
Sunoco 
Swamp Root 
Sweet Peach snuff 
Swift Packing Co. 



Tareyton cigarettes 

Texaco 

Tidewater Oil 

Tiger Rose wine 

Tip Top bread 

Tom Thumb Super Markets 

Tops Snuff 

Tube Rose Snuff 



U 



Union Oil 

Universal Insurance 
U. S. Royal Tires 

V_ 

Valiant 

Vaseline petroleum jelly 
W 



Ward Baking Co. 
White King Soap 
White Rose 
Wholesome broad 
Wilen wines 
Winn-Dixie Stores 
Winston cigarettes 
Wonder bread 
Wrigley gum 



Charles Young Products 
Yukon's Best flour 
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FIRST BY FAR 



KDIA 

SAN FRANCISCO- 
OAKLAND 

* Where 70% of the 
Negroes live 



6 STAR PERSONALITIES 



COMPLETE MERCHANDISING 
DEPT. and SERVICE 



The ONLY Negro-Programmed 
Bay Area Radio Station reaching 
all Negro communities 



•June 1960 East Bay Negro Pulse 



WOPA 

CHICAGO- 
OAK PARK 

* Among the 350,000 
Negroes on Chicago's 
West Side 



3 Phenomenal 
Air Salesmen 

• "BIG BILL" HILL 

• PERVIS SPANN 

• "SATELLITE POPPA" 

SHELLEY POPE 



Feb. 1960 West Side Negro Hooper 



Rep. by: Bernard Howard & Co., Inc. 



WEST COAST: 
Tracy Moore & Assoc. 



. The Sonderling Stations 

WDIA 

MEMPHIS- 
MID-SOUTH 

* Among 1,500,000 Negroes 
in the Mid-South 



50,000 WATTS OF 
COOD WILL 



America's Createst Negro- 
Programmed Station 



The most potent sales force in 
the Mid-South 



Top rated by all surveys for 10 years 



Rep. by: The Boiling Co., Inc. 



PROSPEROUS MARKET 

(Continued from page 10) 

Negro market because of its size and 
influence." 

He thinks radio is a "perfect ad- 
mixture" to reach this market because 
Negro habit patterns tend to stress 
hours and the environment more fav- 
orable to radio than to print and 
television. 

Negroes, he says, go to work earlier 
than most white people so radio 
reaches all members of the family 
early in the morning. Radio also 
backgrounds their nighttime activi- 
ties. "They aren't sedentary people," 
says Sessions, "and they don't watch 
tv as whites do. 1 ' That's why he buys 
radio around the clock, in morning 
times before the peak traffic periods 
— and peak prices — and at night. 

It's his conviction that Negroes 
like pure entertainment in their radio 
scheduling, and that their favorite 
formats are disk jockey, gospel music, 
sports and homemaker shows. He 
and most of his agency colleagues 
agree on these ground rules for good 
copy: keep it simple and direct; don't 
"talk down"; omit sophisticated and 
intellectual patter; talk directly to 



the Negro listener; avoid any "Amos 
'n' Andy" dialogue or accents. 

One of radio's biggest appeals for 
the advertiser, of course, is cost. Al 
Sessions analyzed some 1958 figures 
which he delivered in a purchase for 
a client on Negro-appeal stations 
rather than general stations in New 
York City. A five-county summary 
shows he reached 1,462,000 homes at 
a cost per 1,000 homes of 19 cents. 
Had he used non-Negro stations, he 
estimates the equivalent c.p.m. would 
have been $2.91. He notes, too, that 
a 7 rating on a Negro station is "not 
unusual," whereas a 5 for white is 
considered good. 

In contrast with this general prod- 
uct buving pattern are those for four 
products identified particularly with 
Negro consumers: Sulphur 8 hair 
conditioner, Dixie Peach hair po- 
made, Gloss 8 pressing oil and Swamp 
Root diarrhetic. Each of these ac- 
counts puts the biggest portion of its 
budget into spot radio to reach Ne- 
groes. 

Buyer on all four is Dorothy Glas- 
ser of Kastor, Hilton, New York, an 
experienced professional in the pur- 
chase of Negro-appeal radio. But 



her buying patterns have changed in 
recent years, she says, and the biggest 
reason is because of what she terms 
"over-saturation of Negro stations 
with both general and Negro-appeal 
products." She contends some sta- 
tions "take anything that looks like 
business, and crowd all the announce- 
ments into shorter time spans so you 
have to work harder for identifica- 
tion." 

Her answer: to shorten what may 
have been a 52-week campaign to 39, 
and to increase the weekly frequency. 
Many of the flights are for 13 weeks. 
Another factor: costs have gone up, 
and she estimates she gets seven an- 
nouncements today for what 10 cost 
a couple of years ago. Unless client 
budgets rise proportionately — and 
many of them don't this means a 
further move in the direction of a 
heavy-up during a shorter period of 
time. 

She deplores two moves she sees 
taken frequently by stations: "ll) 
they steal someone else's disk jockey 
and think this will automatically up 
the rating, and don't give enough 
thought to other factors which go to 
make a rating — listener loyalty, sta- 
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f'Vf fOtK Bob Wittig, 420 Madison Ave. 
TA. Dora-Clayton Agency, Inc. 



tion image, choice of music; (2) if 
stations are going to compete for 
business in the general market, they'll 
have to stick to their last — Negro- 
appeal programing." Yet she says 
many are converting to rock and roll 
and losing the distinguishing factors 
which made them different : their ap- 
peals to the Negro. 

This identification factor is in- 
herent in her selection of all Negro- 
appeal stations for a line-up or of a 
block of Negro-appeal shows rather 
than a participation in an "island" 
Negro program surrounded by "gen- 
eral" programs. She buys some 50 
stations for Sulphur 8, about 25 in 
the North for Dixie Peach and some 
20 as market openers in the South 
and Southwest, preferring minutes. 
She's also recommended that copy, 
previously handled live, now be tran- 
scribed, a growing trend among big- 
ger advertisers because "in many in- 
stances we didn't get the reproduction 
we should have." But lead-ins are 
still live and handled by the local sta- 
tion personality. 

A general product advertiser who 
maintains a corollary media program 
directed specifically to Negroes is the 
Pet Milk Co., St. Louis, for its evapo- 
rated milk. The client and Gardner 
Advertising agency developed a week- 
ly half-hour transcribed gospel show 
called Sunday Morning, aired on a 
spot basis in 64 markets. 

The program is produced by a 
well-known Chicago Negro radio per- 
sonality, Sid McCoy, owner of his 
own production firm there, and points 
I up the perennial popularity of gospel 
singing with the Negro. A big fea- 
ture of the program is a three-minute 
billboard offered to local churches in 
each community. 

Why a program, and particularly 
I this format? Says Ray Morris, ad- 
vertising manager for the product at 
Pet Milk: "We want to control our 
own climate, and a transcribed show 
lets us do this. We have a top quality 
show, which we want reflected on our 
product. We want identification in 
and with the community. And we 
also want a strong vehicle which can 
be merchandised locally." 

Community relations and merchan- 
dising peak with the annual Gospel 
Singing Contest, when a local winner 
from each city where the program is 
carried competes for the national title 
and a recording contract. The show 



is aired in the span from 10 t» 12 
Sunday, and Morris says i« many 
markets "it's the best-rated local pro- 
gram except for morning sad noon 
farm news." He, as do«« Buyer 
Dorothy Glasser, wants to get away 
from "the deluge of spots" which 
make it difficult for an announcement 
to claim listener attention. 

Because of the difficulty in running 
store checks and getting specific au- 
dits traceable to Negro radio adver- 
tising, Morris and Earl Hotze, evap- 
orated milk account executive at 
Gardner, admit that much buying in 
the market has to be done on faith. 

"Evidence of actual results is hard 
to come by," they agree, but Morris 
says he and his company have seen 
many factors which lead them to 
think Negro radio appeals are "un- 
usually effective, that the audience is 
responsive in terms of tune-in as well 
as product purchase and that their 
return dollar-for-dollar is extremely 
good." Usage is based on one solid 
marketing fact they have proved: 
Negroes consume one and one-half 
times as much evaporated milk as 
whites. Hotze figures these 64 mar- 
kets give Pet a potential reach to 
95% of all Negroes in the U. S. 

The Quaker Oats Co.. Chicaeo, for 
its Aunt Jemima self-rising flour, 
used a similar gospel program and 
contest format with unusual success 
last spring. A heavy user of spot 
announcements on Neffro-appeal sta- 
tions, the comnanv decided to snon- 
sor a Gospel Talent Hunt on three 
stations for a special campaign: 
WWRL. New York: WHAT. Phila- 
delphia, and WBEE, Chicago. 

The Chicago results, reported by 
sponsor's Midwest editor, were typi- 
cal of the strategy and the markets. 
Said R. S. McDonald, manager of 
institutional advertising for Quaker: 
"Dollar for dollar spent, Negro radio 
has turned out to be more effective 
than another medium for this particu- 
lar product. We would be very in- 
clined to try it again.' 

Another client spokesman put it 
this way : "There's great economy in 
the direction of its audience to the 
particular segment we wanted to 
reach." An agency man on the ac- 
count from the Clinton E. Frank Co. 
agreed. "Why did we use Negr« 
radio? Simply because it's cheaper 
than any other!" 

The client and agency found a 



in key city 
CLEVELAND: 

Only WJMO 
programs 
top Negro 
talent . . . 
backed with 
consistent and 
heavy 

promotion to 
deliver your 
message to 
230,000 Negroes 
at Cleveland's 

LOWEST COST 
PER LISTENER 

★ ★ ★ 

WJMO 

RADIO 

Cleveland, Ohio 

/ Division of United Broadcasting Co. 
Represented nationally by: 
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315,000 

DALLAS-FORT WORTH 

NEGROES 

LISTEN ALMOST 
EXCLUSIVELY 
TO 

KNOK 

970 

Media buyers familiar with the Negra 
market knaw Negroes da nat respond ia 
white oriented media. KNOK, program- 
ming exclusively ta the Negra every hour, 
every day, is the voice af Dollas-Fart 
Worth Negroes. Negra Haaper surveys 
consistently average aver 50. Trade shows 
sponsored by KNOK pull thousands. KNOK 
IS the Dalies-Fart Worth Negra community, 
ON THE AIR in this great Texas market. 
Negra music, Negra news, Negra interest 
items develop Strang listener loyalty . . . 
strong client sales power. Far brand dom- 
inance, and complete soles effectiveness 
. . . make sure yau schedule KNOK every 
fime yau schedule Dallas-Fart Worth. 

315,000* 
DALLAS-FORT WORTH 
NEGROES 
SPEND MILLIONS 
ANNUALLY 

Food $56,980,565.38 

Beverages $ 4,108,316.63 

Automotive $12,503,572.34 

Personal Care ....$ 5,358,673.86 



i quality response, too. A synthesis 
of advertising, promotion and mer- 
chandising netted the client an esti- 
mated 12% increase in product sales. 
The radio blueprint included: 21 
weeks of spot announcements followed 
by 13 weeks of the 15-minute Gospel 
Talent Hunt aired Monday through 
Saturday at 10:30 a.m. from January 

i to April. The Chicago schedule was 
climaxed with a three and one-half 
hour talent finals, a radio "spectacu- 
lar" beamed exclusively to Negroes in 
the area. In Chicago, alone, more 
than 1,500 individuals participated in 
the competition for recording con- 
tracts. 

Quaker buys general-appeal radio 
stations as well, particularly in South- 
ern markets where white families do 
much more home baking than do 
those in the North. But the company 
has a special interest in the Negro 
market because: (1) There is no na- 
tional aspect to flour marketing, as a 
client spokesman explained, as it's 
sold on a local, regional or sectional 
basis; (2) There's more product 
usage by Negroes, who historically 
are inclined toward baking "quick 
bread." 

The Negro market is of special in- 
terest to a major regional advertiser 
whose budget approximates that of 
many a manufacturer with national 
distribution — Liebmann Breweries, 
makers of Rheingold beer. 

Walter H. Liebmann III, adver- 
tising manager, says within his firm's 
major distribution area — a 200-mile 
radius around New York City — "the 
Negro market must be taken into con- 
sideration in a balanced media plan. 
While this fact is unavoidable, we do 
not consider our advertising to the 
Negro market as 'Negro advertising', 
but merely as an extension of our 
normal advertising, adjusted in spe- 
cial instances to take advantage of 
circulation and listener concentra- 
tions." 

"Name" personalities are used in 
commercials for the general as well as 
the Negro audience, he explains. 
These are usually top-name entertain- 
ers, such as Louie Armstrong or Nat 
King Cole among the noted Negro 
personalities, and the announcements 
are slotted on both general and Ne- 
gro-appeal stations. Says Mr. Lieb- 
mann, "Our advertising effort as re- 
gards the Negro radio market, in 
effect, is one of specifically purchas- 



ing time on Negro radio stations with- 
out changing our regular selling mes- 
sage which we feel is designed to sell 
our product to all people." 

Rheingold, for example, sponsors 
short radio program features with 
the Negro ex-sports pro, Jackie Rob- 
inson. But the programs are slotted 
on both general and Negro-appeal sta- 
tions, as are the commercials. 

He concludes: "To our company, a 
market consists of people without re- 
gard to what kind of people they are. 
We buy time in an effort to reach 
these people and, in this regard, the 
character of the Negro market must 
be taken into consideration." 

Rheingold's agency is Foote, Cone i 
& Belding, New York. ^ 



BARDACH 

(Continued from page 10) 
and the amount of available adver- 
tising dollars. Some products in the 
general grocery classification, for ex- 
ample, enjoy better than average sales 
potential among Negro families, yet 
little effort is made to exploit this 
opportunity. 

The reasons are several: 1. lack of 
up-to-date marketing information; 2. 
failure to consider Negro radio as a 
separate peripheral medium; 3. fear 
that the use of Negro radio may harm 
the brand's image among non-Negro 
consumers. 

Let's look at each of these points. 

If Negro radio is to enjoy contin- 
ued prosperity, it would seem incum- 
bent upon broadcasters themselves to 
produce much of the information con- 
cerning their market that is now total- 
ly unavailable. With a few exceptions, 
the Negro broadcast media have 
failed to supply even the most basic 
data regarding consumption of major 
food and drug categories relative to 
non-Negro usage. 

The medium must bring its story 
to the advertiser, but with facts and 
not generalities. This same problem 
I that of proving the value of the me- 
dium's market) faced the farm pub- 
lications not so long ago. Today 
many impressive and useful studies 
are available showing the relative 
value of farm and non-farm families 
by many product categories. The 
same sort of approach can and should 
be undertaken by Negro broadcasters. 

Because general magazines, tele- 
vision, and newspapers tend to have 
relatively less penetration among 
Negro families, particularly in the 



EXCLUSIVE, PROFITABLE 
MERCHANDISING PROGRAM 

Insure that yau are represented in areas 
where Negroes trode mast. Take advan- 
tage af KNOK's exclusive OK ed Buy 
merchandising program. 

•1950 Census: Trade Area. 

for 100% Sales Effectiveness 

■Cfi© 

In Dallas-Fort Worth 

Stuart Hepburn, President 

KffSfSfNTfD 11 

BERNARD HOWARD CO. 
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BALTIMORE NEGRO 
RADIO REPORT: 

HOOPER 
RATES WSID 
TOPS AMONG 
NEGROES IN 
BALTIMORE 



During the big noon to 6 P.M. 
listening period, WSID is tops 
among Baltimore's 350,000 Ne- 
groes — according to the July- 
August Hooper Radio Audience 
Index. The figures show that 
WSID topped the only other Negro 
station in the market by about 
300%. To reach Baltimore's big- 
sized, big-buying Negro market, 
your best buy is the top station: 



WSID 

RADIO 

910 N. Charles Street 
Baltimore 1, Md. 
SAratoga 7-8250 



A Division of United Broadcasting Co. 

Represented nationally by: 
N ' YORK: Bob Wittig, 420 Madison Ave. 
1 ITA. Dora-Clayton Agency, Inc. 



South, Negro radio is often one 
means of bringing advertising aware- 
ness and penetration up to "average" 
levels. Again, we would ask the ques- 
tion of whether average coverage is 
sufficient. For many brands the an- 
swer must be "no." 

Just as many clients use spot radio 
and not network, or spot tv and not 
network, or selected Sunday supple- 
ment sections and not magazines, it 
should necessarily follow that effec- 
tive Negro radio is not necessarily 
contingent upon the use of general 
spot radio too. 

A number of highly successful ad- 
vertisers have employed Negro radio 
without the "foundation" of a general 
radio campaign, because of the abil- 
ity to realize that Negro radio can 
complement other media in deliver- 
ing maximum impact against a major 
segment of certain marketing areas. 

Lastly, it is not time to abolish the 
concept of broadcast apartheid, based 
on the spurious reasoning that a 
product's image may be tarnished if 
it becomes known that the brand uses 
Negro media. This kind of stunted ' 
thinking must also assume that peo- 
ple are somehow unwilling captives of 
media. What nonsense! 

People who listen to Negro radio 
listen because they want to. With al- 
most three dozen radio stations in 
New York City, for example, a lis- 
tener, Negro or white, must go out 
of his way to choose one of the four 
outlets devoting a major portion of 
its schedules to Negro broadcasting. 

That these Negro stations enjoy an 
important share of the total listening 
audience should be sufficient proof 
that this form of programing is 
wanted. It follows, therefore, that lis- 
teners exposed to commercials on 
these stations must be receptive, or 
they wouldn't be tuned in in the first 
place. 

For these reasons, both media and 
advertisers may do well to re-evaluate 
and properly position what has for 
some proven to be a potent selling 
force. ^ 
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VITT 

(Continued from page 10) 

Procter & Gamble, Bristol-Myers, 

Philip Morris and Anheuser-Busch. 

Other advertisers, however, are be- 
ing impressed by the statistics but are 
doing nothing with them. It's my 
premise that if these advertisers have 
a product directed toward a mass 



market (although not necessarily re- 
stricted to just that type of product) 
in all probability they would be able 
to realize an increase in sales if they 
decided to direct their attention to- 
ward the Negro market. Here's how: 

The first step calls for a re-evalua- 
tion of marketing strategies to include 
specific attention toward the Negro 
market. The justification for such an 
action may be found in a number of 
reasons: both short and long term. 
Short term reasons are readily found 
(1) in the size of the market itself, 
approximately 12% of the U. S. pop- 
ulation, and (2) in the worth of the 
market in terms of purchasing power. 

Even more important though is the 
fact uncovered by research that this 
purchasing power is spent for con- 
sumers' goods at a more rapid rate 
than is that of the white market dur- 
ing a comparable period of time. For 
example, the average annual expendi- 
tures for personal care items (e.g. 
toothpaste, deodorants, etc.) per Ne- 
gro household far exceeds that of the 
white household in every income cate- 
gory except the very highest and the 
very lowest. A recent study indicates 
that the average Negro family with a 
$5,000 income maintains a standard 
of living comparable to that of a 
white family with an 88,000 income. 

Long term reasons justifying ad 
vertisers' attention to the Negro mar. 
ket are seen in the fact that the per 
centage of Negroes to total U. S. pop 
ulation is expanding. For example, in 
1940 Negroes accounted for approxi- 
mately 9% of the U. S. population; 
today the percentage is an estimated 
12%. To a marketing mind, it is not 
really necessary to comment on the 
value of establishing a franchise in an 
expanding area of this potential. Ad- 
ditionally, as more and more Negroes 
move into urban areas (approximate- 
ly 40-45% of U. S. Negroes now live 
in the top 35-40 U. S. markets), op- 
portunity for more efficient utiliza- 
tion of Negro labor increases with re- 
sultant higher wage earnings for that 
group. What this means to the adver- 
tiser who pursues the Negro market is 
that he is establishing himself not 
only in an expanding market but in 
one which traditionally has spent at a 
faster rate than the white market and 
which is now increasingly in a better 
position to spend even more. 

Did you know that the Negro fam- 
ily on the average has 4.2 members as 
compared to an average of 2.9 for 
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the white family? 

Having re-evaluated his marketing 
strategy to include attention to the 
Negro market, the second step re- 
quires the advertiser to give this mar- 
ket some special consideration. The 
degree to which the special considera- 
tion is given will frequently have a di- 
rect bearing upon sales. For example, 
some advertisers have found it benefi- 
cial to develop one marketing and ad- 
vertising plan for their general mar- 
ket and a separate marketing and ad- 
vertising plan for their Negro market. 
The practice of using Negro models 
for advertisements appearing in Ne- 
gro media has increased to the point 
where today well over 100 companies 
advertising to the Negro market util- 
ize Negro models. And while costs 
are increased by the need for extra 
plates, model fees, photos, etc., most 
of those companies feel in the long 
run the results more than pay for the 
required extra expenditures. 

It is the feeling of some advertisers 
that in utilizing Negro broadcast me- 
dia full advantage should be taken of 
Negro personality programs. And 
even where the general campaign 
calls for film and/or e.t. commercials 
the Negro broadcast personalities will 
receive instead a fact sheet to be 
adapted to his or her own style. The 
belief, of course, is that the Negro 
personality who has established him- 
self in his market can lend an adver- 
tiser the importance of his personal- 
ity, particularly in the two subsequent 
areas: (1) he can showcase the com- 
mercial in his own style, thus lending 
a believability and impact perhaps 
otherwise not obtainable, and (2) 
through appearances with the trade 
and as a personality within the mar- 
ket he can lend an advertiser valuable 
merchandising attributes. 

Finally, when an advertiser has 
made the decision to specifically "in- 
vite" the Negro market to his product 
and in "inviting" it to give it some 
special considerations (as opposed to 
a straight translation of his general 
marketing and advertising) , there is 
the need for an allocation of dollars 
and a consideration of media imple- 
mentation of that allocation. The al- 
location of dollars to the Negro mar- 
ket advertising effort can be deter- 
mined in a number of ways. The 
method of allocation is not so impor- 
tant so long as sufficient funds are 
available for a campaign of reason- 
able frequency and continuity. 



The dollars allocated as well as the 
copy and marketing objectives will 
influence the choice of Negro media 
selected for the campaign. With the 
expanding Negro market there has 
been a growing amount of media and 
market data heing provided by Ne- 
gro media. In general, white media 
will have a counterpart in Negro me- 
dia. The exception to this has been in 
the area of television, primarily, and 
there are some recent indications that 
even here in some areas a Negro 
counterpart is developing. 

Fundamentally, however, if the ad- 
vertiser's objective is to reach as 
many Negroes as possible as frequent- 
ly and as efficiently as possible, he 
will in all probability turn to radio. 
In addition to the media values he 
will be in a position to receive those 
more intangible aspects of personal- 
ity impact already mentioned. 

Other opportunities are available 
via newspapers, although at present 
there are only two daily Negro news- 
papers (the rest are weekly). Negro 
magazines, too, may be effectively 
utilized toward reaching the Negro 
market. 

It might, however, be interesting to 
note that two other considerations 
than those of frequency and efficiency 
have led many advertisers to radio as 
opposed to other available media: (1) 
research has established the education 
level of the Negro population at an 
appreciably lower level that that of 
the white population; (2) tv owner- 
ship and viewing is considerably less 
among Negroes than whites relative 
to their group size. The conclusions 
drawn from these facts seem to indi- 
cate that, in general, radio would ap- 
pear to have the greater potential for 
reaching the Negro market most ef- 
fectively. 

In summary, then, it would seem 
reasonably assured that the Negro 
market because of its size, its value, 
and its increasingly attractive poten- 
tial, offers excellent opportunities of 
increased sales to that advertiser mar- 
keting a mass product who is able to: 
(1) re-evaluate his marketing strat- 
egy to include the Negro market; (2) 
decide for and upon some special con- 
sideration for the Negro market: (3) 
allocate a sufficient budget to main- 
tain an adequate and continuous ad- 
vertising effort against the Negro 
market. 

Whether an advertiser makes his 
decision for or against the Negro 
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effmt at this time, it is certain 
! the \ears to come the Negro 

f . Mill make increasing demands 
Kin his attention. We see this prob- 
al>K most readily in the facts that: 
( 1 ) Negroes are a "younger" popula- 
tion: their median age being around 
24 years against approximately 31 for 
whites: 1 2) the percentage of Ne- 
groes to the total population is now 
growing at a faster rate than the 
white population because of a sig- 
nificantly higher birth rate only par- 
tially balanced by their also higher 
death rates. ^ 



STATIONS 

(Continued from page 13) 

fully in this progressive and enlight- 
ened era." .Mr. Novik goes on to say, 
''The change marks the end of an era 
of routine programing, lackadaisical 
public service efforts and canned 
newscasting. We have found during 
recent years that the Negro audience 
we service has matured consider- 
ably." 

Public service, in addition to Negro- 
appeal radio's well rounded format 
including religious and talent shows 
are the primary reasons for its grow- 
ing acceptance. 

And the obvious result is the ad- 
vertisers' overwhelming desire to 
reach this community conscious, 
loyal, money spending ethnic group. 
As a result, Negro appeal stations 
have to get the advertising business 
since there are virtually no Negro- 
appeal newspapers on a daily basis. 
One hundred fifty-one newspapers 
represent the entire Negro population, 
all weeklys with the exception of two. 
For local advertisers to keep their 
potential customers informed on a 
daily basis, newspapers definitely 
were not the vehicle ten years ago, 
nor can they do the job today. And 
that's where Negro-appeal radio got 
its start. 

Regional and local business located 
in Negro communities continue to 
aim their campaigns specifically at 
the Negro consumer. The grocery, the 
bakery and the butcher around the 
corner have low paid help distribute 
mimeographed sheets listing the latest 
sale prices on their wares while larger 
outfits buy time on the local Negro- 
ni al radio station. This is how 
nany regional products and/or prod- 
' distributed hy chain supermar- 
arryin<7 l ir own name have 



gained strong acceptance among the 
Negro population. But in recent years, 
many national accounts have caught 
on to the potential Negro market. 
Many have realized "What's good for 
local business is good for national 
business." Based on a questionnaire 
sent to sponsor's long list of Negro- 
appeal stations, approximately 180 
stations returned about 200 undupli- 
cated national accounts actively aim- 
ing their sales message specifically at 
the Negro market. Among the top 
brands mentioned repeatedly and the 
number of times they were mentioned 
are the following: Royal Crown Hair 
Dressing, 44; Carnation Milk, 34; 
Artra Skin Cream, 33; American To- 
bacco Company, 28; Coca-Cola Com- 
pany, 27; R. J. Reynolds Tobacco 
Company, 26; SSS Tonic, 23; Fal- 
staff Beer, 19; Pepsi- Cola Company, 
18; Schlitz Beer, 18. Although, by 
no means was this a scientific survey, 
it would be safe to say that Negro- 
appeal programed stations are getting 
the business from the national ad- 
vertisers in a big way. 

The importance of Negro-appeal 
radio and the potential future it repre- 
sents is emphasized by the tightly 
knit organizations behind hundreds 
of these independent stations. Group 
ownership and regional networks are 
embossed in buyers' minds through- 
out the country. Many small market 
stations are joined together during 
certain time periods of the day and 
night, forming group rates in many- 
cases, similar to major network sys- 
tems. The largest Negro-appeal group 
of this kind is the Keystone Broad- 
casting System, consolidating four 
hundred sixty-three stations. The 
estimated population figure compiled 
by KBS covered by their entire lineup 
is 12,319,200 or 72 percent of the 
total U.S. Negro population. The 
lineup, comprised mostly of small 
market stations, "Involves much de- 
tail work," says Noel Rhys, executive 
vice president of the organization. 
"Unlike the major networks, we seek 
time rather than option it." Head- 
quartering in Chicago, the major 
portion of the staff is located there, 
their New York branch serving as a 
sales office. KBS employs about 50 
percent Negroes for its retail outlet 
contact. Other Negro-appeal owner- 
ship groups include the McLendon 
Ebony (no relation to Gorden Mc- 
Lendon group), The OK Group, 



Rollins and Rounsaville groups. 

"We at Bernard Howard are more 
interested in the future of Negro-ap- 
peal radio rather than the immediate 
sale," says Jack Davis, vice president 
of the same firm. "First we must sell 
the agency or the buyer on the whole 
concept of this expanding medium 
and then our markets and finally our 
stations. Many clients are unfamiliar 
with the statistics of the Negro market 
therefore the salesmen have to start 
from scratch. Unfortunately, when a 
test campaign is finally agreed upon, 
it's not followed up for results."" Mr. 
Davis goes on to say, "As a result, 
we take it upon ourselves to weigh the 
results of the campaign, presenting 
the final analysis to the buyer. By 
doing this, we can prove the effective- 
ness of Negro-appeal radio, creating 
a smoother road for the next sale." 

Other national Negro-appeal station 
representatives include Bob Dore As- 
soc.; Forjoe & Co.; John E. Pearson 
Co.; United Broadcasting; Walker- 
Rawalt and Dora-Clayton (South). 

Summarizing the entire position of 
the Negro-appeal radio industry, the 
results are obvious. Audiences are 
growing, many clients have realized 
and many more are beginning to real- 
ize the buying potential of this force- 
ful medium and as a result, Negro- 
appeal stations are prospering. 



NRA 

(Continued from page 14) 
100,000. Reps and agencies may also 
participate under the heading of asso- 
ciate membership. Application for 
associate membership by Negro sta- 
tion reps, manufacturers and agen- 
cies active in buying Negro-appeal 
radio (agencies -will probably be 
swamped with pro-Negro station ma- 
terial, members or not), may hold 
cards at $50 per month. 

Listed on page 14 are the 37 sta- 
tions eagerly awaiting the official un- 
veiling of the NRA and at left is the 
Chairman of the Board. The experts 
of Negro-appeal radio who make up 
the Board of Directors of the newly 
organized Negro Radio Association 
are as follows: Harry Novik, WLIB, 
New York; Egmont Sonderling, 
WOPA, Oak Park, 111.; Joe Speidel, 
WOIC, Columbia, S. C; Robert W. 
Rounsaville, Rounsaville Radio Sta- 
tions, Atlanta; Stanley Ray Jr., The 
OK Group. New Orleans; Norwood J. 
Patterson, KSAN, San Francisco.^ 
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TODAY, PHILADELPHIA, AMERICA'S THIRD 

LARGEST NEGRO MARKET, IS THE 
13th LARGEST CITY IN THE ENTIRE U.S.A. _s- 



I 



THE TOP 25 
AMERICAN CITIES 



RANK CITY 



1 New York 

2 Chic. . 

3 ^(Js Angeles 
Philadelphia 

5 Detroit 

6 Houston 

7 Baltimore 

8 Cleveland 

9 Washington 

10 St. Louis 

11 Milw^ee 

12 5^n Francisco 



(III! 
ft I I I 
fllll 

1 1 1 1 

III! 
■ Ill 

nil 



p, 

'960 

7,710,346 

3,492,945 
2,448,018 
1,959,966 
1,672,574 
932,680 
921,36 

167 
/46,958 
740,424 
734,788 
715,609 



8( 



LATION 
1950 

7,891,957 
3,620,962 
1,970,358 
2,071,605, 

1,849, 
6,163 
949,708 
914,808 
802,178 
856,796 
637,392 
775,357 



Includes En tire-Emu lation . . 
White and IWgpwjlote 
Decline of-pMeFal 
Populatioft^^4 

^ncludes^P Iqpufation 
Only! Not^ncrrase 1 
206,0p Since 1950 



3 Philadelphia 
Negro 686,000 



480,000 



14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 



Boston 
Dallas 

New Orleans 
Pittsburgh 
San Antonio 
Seattle 
San Diego 
Buffalo 

Memphis 

Denver 

Cincinnati 

Atlanta 



677,626 
672,117 
620,979 
600,684 
584,471 
550,525 
547,294 
528,387 
491,691 
489,217 
487,462 
485,425 



801,444 
434,462 
570,445 
676,806 
408,442 
467,591 
334,387 
580,132 
396,000 
415,786 
503,998 
331,314 



YES, THE PHILADELPHIA NEGRO 
MARKET IS BIGGER AND 
GROWING FASTER THAN 
SUCH FAMOUS CITIES AS 



• Boston 

• Dallas 

• New Orleans 

• Pittsburgh 

• San Antonio 



• Cincinnati 

• Atlanta 

• Minneapolis 

• Indianapolis 

• Kansas City 
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RVEYS PROVE WDAS 
FIRST IN ALL 
EGRO RATING SERVICES 



TRcNDca HUUrtK rULit 
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Represented Nationally by 

BERNARD HOWARD CO. 
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ALEX KLEIN, National Sales Manager 
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IN CONLAN SURVEY (June '60, S.F.- Oakland Negro Market 

49.2% AVERAGE SHARE OF AUDIENCE 

IN PULSE (June '60, S.F.- Oakland Metro. Area Negro Market) 

24.3% AVERAGE SHARE OF AUDIENCE 



JOIN THE LEADING NATIONAL ADVERTISERS WHO ARE USING KSAN 




JOIN THE LOCAL ADVERTISERS WHO ARE USING KSAN ▼ IN H60, 



IDENTIFY YOUR PRODUCTS AND SERVICES WITH THE PRESTIGE 
KSAN ENJOYS IN THE RICH S. F. - OAKLAND NEGRO MARKET 



You'll sell more to Negro families if you use the station 
the Bay Area Negro families listen to and accept 

the most . . . 

Represented by: 



BOB DORE ASSOCIATES 
New York Chicogo Los Angeles 

•420 Madison Ave. 720 N. Michigon Ave. 5746 Sunset Blvd., Bldg. B 

Hollywood, Calif. 

DORA-CIAYTON AGENCY WILLIAM J. WAGNER t ASSOC. 
Atlonta Seottle 
502 Morlgoge Guorontee Bldg. 1001 Tower Bldg. 




SAN 1111 Market Street, S.F., for your free copy of the 
1960 market study "The Negro Consumer" . 



